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Rough Proofs 


“Elegant Bell & Howell,” as 
Fortune calls it, is entering the 
still camera field with a neat little 
number selling at $700, which 
perhaps can qualify as an elegant 
price. 


“Chicago survey shows tele- 
vision cuts into movies,” the head- 
line says. 

But how much it cuts into radio 
remains the $64 question. 


After worrying about paper 
prices, printing costs and postal 
rates at their Spring Lake meet- 
ing next week, the magazine pub- 
lishers will enjoy worrying about 
their golf scores. 


The dealer, opines McCandlish 
Lithograph, orders display ma- 
terial not to do you a favor, but 
to do himself a favor. 

And he can do both only if it 
sells more goods. 


Jimmy Fritz sdys 82% of all 
wine purchases are made by wom- 
en, so apparently the industry has 
finally achieved its goal of getting 
on the grocery shopping list. 


Families of five to eleven are) 


found in 37.7% of farm homes, re-| 
ports Successful Farming. The | 
man with the hoe can always use| 


a few more hands. 

Bargain sales, says Arthur) 

Kaufmann of Gimbel’s, are sim-| 

ply manufacturers’ mistakes.| 

Especially when they are com-| 

pounded by optimistic buyers. 


Eugene A. Sigafoose, 80, has 
left his Cincinnati Times-Star job | 
after 54 years’ service to devote 
more time to his favorite hobbies. | 
Have you found a hobby you can) 
still ride at 80? 

| 


‘Women are shrewder and more} 
discerning in their buying than) 
men,” asserts shrewd and discern- 
ing Jim Woolf. 

To them, spending money 
both an art and a pastime. 

Only 9.43% of Philadelphians 
interviewed thought they had seen 
a couple of phony posters sub- 
mitted to them by Marion Har-| 
per. They’re much more confused 
by what’s happened to the Ath-| 
letics. 


Advertisers who are trying out 
the new shirt board médium will | 
1ave to determine whether the| 
‘ellow reaching for his laundry in | 
the early ayem is more likely to) 
notice the copy or the missing) 
button. 

F 

“Our staff is informed of this! 
advertisement,” says help 
wanted announcement. | 

But they don’t always edit the 
copy. 

The football season is getting} 
under way under difficulties, with | 
the pennant races in the big 
leagues maintaining a ding-dong 
yace right down to the wire. 


Copy Cus. 


He's Been Like This Ever Since He 
Discovered RED DEVIL SOOT REMOVER! 


too, cam seve up to 25¢ out of every fect dollar 


COMING—Humorous 112-line ads like 
this will run in 48 dailies west of the 
Mississippi starting later this month to 
promote Marine Electrolysis Eliminator 
Co.'s Red Devil soot remover. The 
Seattle company will use new radio 
announcements, too, through Penman 
Neil Advertising Agency. 


Do Optimism and 
Pessimism Affect 
Future Business? 


CHICAGO — For years, various} 
members of the business and| 
financial gentry have toyed with | 
the idea that the optimism or pes- | 
simism felt by business men may | 
have a definite, measurable effect | 
on business conditions. 

The more imaginative have con- | 
cluded that if there is such an)! 
effect, it might in time be possible | 
to control such waves of optimism 
or pessimism and thus, perhaps, 
to dampen the wide fluctuations 
of the business cycle. 

Unswayed by speculation but 
intrigued by the possibility that) 
psychological attitudes may have 
some effect, the Merrill Founda- 
tion last week announced a grant! 
of $15,000 to the National Opinion | 
Research Center and the Uni- 
versity of Illinois for a prelimi- 
nary study of the problem. 

The Merrill Foundation for the 


_Advancement of Financial Know]l-| 


edge, an endowment fund estab-| 
lished by the partners of Merrill | 
Lynch, Pierce, Fenner & Beane, 
also has earmarked an additional | 
$65,000 for the project, to be) 
transferred when the preliminary 
work has been completed. 


How Do Ideas Travel? 


Howard R. Bowen, dean of the| 
college of commerce of the Uni-| 
versity of Illinois, and Clyde W. 
Hart, director of the NORC, will 
direct the three-year study, sched- 
uled to begin immediately. 

Questions that the survey will 
seek to answer include: Does what 

(Continued on Page 62) 


Too Professional... 


‘Creative Man’ cites 
some examples on 
Page 56. Other features: 


Advertising in the Test Stage 45 
Advertising Market Place 460 
Department Store Sales 52 
| Editorials 12 
Getting Personal 50 
Information for Advertisers 12 | 
In Washington 22 


Obituaries _.. 57 | 


Photographic Review . 41 
Teleradio Man's Corner 46 | 
Voice of the Advertiser 54 
You Ought to Know 26. 


Your Dollar Still Buys A 
Bargain on Delta 


Nielsen to Start 
Checking Brands 
in Radio Homes 


‘National AM Ratings 
Due Jan. |; Various 
Services Expanded 


New YorK—Last week A. C.) 
Nielsen announced the coming 
extension of his company’s radio 
index to a national sample, a 
new variety of radio services for| 
clients (including a lower cost, 
unrestricted service to advertising | 
agencies) and the inauguration of 
a consumer index. 

Along with the services, Mr. 
Nielsen discussed his new ma- 
chines which will result in better 
and faster reports for subscrib- 
ers. One is a new type of Audi- 
meter, which will record the 
listening habits of a family with 
AM, FM and television sets (up 
to four sets) and which uses a 
type of tape that can be detached 
and mailed into headquarters 
without difficulty (AA, April 19). 


Air 


Lines, 

Atlanta, uses unique graph in this 600- 

line newspaper ad to show how the 

dollar has held its value on the airline. 

Burke Dowling Adams, Montclair, N. J., 
is the agency. 


Mutual's Kobak 
Vows to Cease 
‘Buying’ Audience 


Heretofore, Nielsen field men) 
have had to detach old tapes, | 
and install new ones. 

Early in 1949, the Nielsen com- 
pany expects to cut the delivery 
time of its rating reports in half, | 
and it will offer ratings for every 
week, instead of the bi-weekly | 
ratings it now makes. This may) 
mean the end of a talent practice 
long suspected by sponsors, that 
radio performers put forth bet- 
ter efforts on nights when rating 
services are measuring. 


| quiring them to answer the tele- | 


New York—The Mutual Broad- 
casting System will discontinue 
programs that “buy” an audience 


after Jan. 1, Edgar Kobak, presi-| 
dent of the network, said last | 
week. 

Asserting that shows like MBS’ | 
“Three for the Money,” which | 
keeps the listeners at home by re- 
phone to win a prize, are not good | 
radio, he said that Mutual, irre- 


spective of FCC action, will bring | 


/all its shows into line with the 


NAB code by the first of the year. | 


| 63% of national coverage. 


Moves Into Consumer Field Mr. Kobak cited the need for 


clarification of the meaning of 
“buy” as used in the NAB code, 
but said he interpreted it to mean | 
shows which require the home 
listener to answer the phone to 
win as distinguished from give- 
away programs that shower prizes 
on the studio audience. 

The network head said Mutual’s | 
advance promotion on “Three for 

(Continued on Page 58) 


Nielsen’s current Audimeter| 
sample is based on 1,100 homes, 
the equivalent, he believes, of 
About | 
Jan. 1, this sample will be in- 
creased to 1,500 homes, or 97% of 
all radio homes for sampling pur- 
poses. 

In May, Nielsen will start meas- 
uring television in New York 

(Continued on Page 57) j 


Last Minute News Flashes 


Montgelas Named President of Buchanan & Co. 
New YorK—Rudolph Montgelas, formerly vice-president, has been 


named president of Buchanan & Co., John Hertz Jr., chairman of). - 


the board, announced late last week. Mr. Montgelas has been with 


Buchanan for 13 years, has been a vice-president for a year, and has | 
He 


handled the Paramount Pictures and Clark Bros. gum accounts. 
succeeds T. S. Buchanan, who has been inactive because of bad health. 
Earlier in the week the agency reported that Fred M. Jordan, execu- 
tive vice-president and Pacific Coast manager, had resigned; that 
Leland F. Blair had been promoted to vice-president in charge of the 
San Francisco office, and Roland E. Jacobson, formerly an account 
executive, had been moved up as vice-president in charge of the Los 
Angeles office. 


$18,000,000 Houston Hotel Names R&R 


Houston—Ruthrauff & Ryan has been appointed to handle the ad- 
vertising of The Shamrock, 1,100-room $18,000,000 hotel being built 
here by Glenn McCarthy, head of many Texas oil, real estate and 
other companies, including Station KXYZ. The Shamrock project 


will include a 1,200-car garage, exhibit hall and theater. 


‘Steel’ Holds Both ABC and CCA Memberships 


New YorK—Steel, published by Penton Publishing Co., Cleveland, 
has joined the Controlled Circulation Audit, New York, and an audit 
of the business paper’s distribution has been completed and is being 
published. The business paper is the second to have both Audit 
Bureau of Circulations and CCA membership, the first being Sports 
Age. 

(Additional News Flashes on Page 63) 


TV No Problem, 
Sulzberger Tells 
N. Y. Publishers 


Says Dailies Must 
Stick to Informing; 
Offers Britons Paper 


SARANAC INN, N. Y. — “Tele- 
vision and radio are primarily 
media of entertainment and the 
newspaper, which gives informa- 
tion, is not threatened by them,” 
Arthur Hays Sulzberger, pub- 
lisher of the New York Times, 
told the New York State Pub- 
lishers Association at its fall 
meeting here last week. 

Newspapers that rely heavily on 
entertainment values will face 
more of a problem from television 
than those which are heavily 
slanted to news and information, 
Mr. Sulzberger said, adding that 
“it is more and more important 
for newspaper men generally to 
reexamine their course and hew to 


their line.” 


He noted that newspapers are 
frequently advised to get into 
television, but added that “the 
New York Times at the present 
moment has no plans for enter- 
ing the television field. 

“Every new advertising medium 
creates additional advertising ex- 
penditures. In other words, it en- 
larges the advertising dollar. . . 
It is quite possible that television 
may draw down more than it puts 
in. That’s a risk that is always 
present. .. It will also compete 
for the individual’s time. . . So 
(does) ice hockey but we as news- 
paper men don’t buy skating rinks 
because of it. 


Studied Week's Stories 


“The question is not whether 


| television is a good business but 


whether it is our business. I 


have had an analysis made of the 


New York Times for five days in 
the second week of August. I 
have assumed that television was 
developed so that all sections of 


'the country could be covered so 


that television from all points of 
the world was possible, so that 
the image was satisfactory either 
in black and white or in color 
. During those five days, the 
New York Times published just 
over 2,000 stories... Of these 
2,068 stories we calculate that 
207, or 10%, of the stories would 
have lent themselves to some 
phase of television when tele- 
vision reaches the perfection that 
has been assumed. 

.. These stories 
television occupied 153 columns 
or less than 18%. Here, however, 
are some essential points of ex- 
planation: 

“(1) Fully half of the stories 

. were in the sport category; 
(2) The majority of stories and 
columns listed were not of prime 
news importance—only 11 stories 
that lent themselves to television 
treatment appeared on page one 
and it is doubted that more than 
six would have been good view- 
ing; (3) the editor who made this 
analysis for me _ suggests that 
probably 75% of that which is 


subject to 


listed as available to television 
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actually involved itself with de- 
tails which would be uneconomic 
to project. . .” 

“Please don’t think I’m selling 
television short. I’m not. I think 
it’s an exciting, new and good 
business. I merely don’t think 
it’s our business. . .” 

Earlier, Mr. Sulzberger told the 
publishers that he thinks addi- 
tional newsprint is vital to the 
British press and that he regards 
“the vitality of the press as an es- 
sential to the continuance of our 


way of life in this country. In my) 


judgment, a loss of freedom in 
Britain would all too quickly be 
reflected here by comparable cur- 
tailment of liberty ... to assist 
this purpose, if the British gov- 
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ernment will allocate the dollars 
and the supply of newsprint re- 
mains short, we on the New York 
Times are prepared to give up a 
percentage of our raw materials 
if other American publishers will 
do the same. This does not mean 
that we are long on newsprint— 
despite our large consumption we 
have been continually short of our 
requirements. . . 

“We will give up a percentage 


of our tonnage, however, if you) 


and the others will do the same. 


the study of this and other re- 


publishers associations 
throughout the country. In my 
opinion, the freedom of the 


British people is threatened be- 
cause they are inadequately in- 
|formed. Let it not be said that 
|we shared in that responsibility 
| by absorbing all the available raw 
material.” 

| Officers of the association will be 


| to be held Jan. 10-11, Hotel Syra- 
| cuse, Syracuse. 


I suggest that the idea is worth! 


| elected at the January convention, | 


ABC Adds Two 
to Cooperative List 

ABC will add two more pro- 
grams, “Piano Playhouse” and 
narratives by Nelson Olmsted, to 
its cooperative list—for a total of 
15—starting next week. The net- 
work considering giving 
“Breakfast in Hollywood,” which 
has been floundering around since 
the death of its creator, Tom 
Breneman, a try as a co-op in a 
later time period. 

Procter & Gamble followed the 
Kellogg Company’s lead in can- 
celing its half of the orchids and 


wishing ring program in mid-| 
August. Previously, it had been 
announced that Pillsbury Mills 


would sponsor the first 15 minutes 
of “Breakfast” starting Sept. 13. 


| Helps Printers Sell 


George E. Vanden Brink, artist | 
and salesman for Perkins Broth- | 
has | 
launched Van’s Key Plate Serv-| 
|ice, at 635 Benson building, Sioux | 


| 


‘ers Co., Sioux City, Ia., 


City, to promote a Key Plate man- 
ual for printers to help them sell 
‘their services. 


<x 


* Sales Management's Survey of Buying Power, 1948. 


Copr. Sales Management Survey of Buying Power; further 


reproduction not licensed. 


t Sales Management's Survey of 156 national advertisers 


and agency executives, 1947. 


2.2 A Market with 
a proved preference 


for EVENING 


Newspapers ft 


THE INDIANAPOLIS NEWS, 


first 


—IN DAILY ADVERTISING 
—IN READER RESPONSIVENESS 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


« The JOHN E. LUTZ CO. 435N. Michigan Ave., Chicago 11 « JOS, F. BREEZE, Bus. Mgr., Indianapolis 4 


“Herald Tribune’ 
Balk Forces Rose 
fo ‘N. Y. News’ 


New YorkK—When the New 
York Herald Tribune turned down 
Billy Rose’s Aug. 30 column on 
how the little dynamo of show 
business would run the poverty- 
stricken Metropolitan Opera, the 


New York News gained an adver- | 


tiser. 

“The Herald Tribune refused to 
run this column in its present 
form. I have no quarrel with this 
decision, but I believe I have the 
right to call the shots as I see 


at my own expense,” Rose ex- 
plained in his column. His regu- 
lar Monday, Wednesday and Fri- 
| day column in the Tribune, called 
|“Pitching Horseshoes,” was re- 
named “Billy Rose Speaking” in 
the News. 

A Tribune source said it refused 
Rose’s third column because it 
considered portions of it “in bad 
taste.” The acting managing editor 
told Rose to correct the portions 
| or the Tribune would not run the 
| column. 

and it did not appear. Whether 
| Rose’s disparagement of the 37 
Metropolitan directors was a fac- 
| tor was not explained. 


| Suggests New Board 


| Speaking of these directors, 
Rose said, “The more I check into 
| the way they run our opera house, 
| the more convinced I am that the 
| Met will be in trouble as long as 
| it’s bossed by this unwieldy gang 
of lifted-pinky entrepreneurs. 
From every angle, artistic and fi- 
| Mancial, they shape up as inept 
|and unimaginative. Under their 
bumble-headed financial guid- 
ance, a form of entertainment 
| which consistently sells _ out 


chalked up a $220,000 deficit last | 


| year.” 

| In their places, Mr. Rose sug- 
| gested such people as Arturo Tos- 
canini, Bernard Baruch, Anna 
| Rosenberg, etc. “That would give 
us a board of 28 and leave nine 
chairs unoccupied,” he explained. 
“Until we were in the _ black, 
eight of these could be _ re- 
served for the society boys whose 
wives like to brag that hubby is 
connected with the Met. The 
charge per seat should be $100,- 
000 a season—providing the occu- 
pant kept his yap shut.” 

“Who would sit in the 37th 
chair?” asks Mr. Rose (as if read- 
ers couldn’t guess). 
don’t expect me to stand up all 
| day, do you?” he concludes. 


‘News’ Chides Rival 


The News was happy about the | 


| whole thing. “It felt like old 


| times yesterday, when the News) 


| had the pleasure of printing a col- 
lumn by Billy Rose as a paid ad- 
vertisement. That was how Billy 
got his start as a columnist,” the 
| paper’s editorial stated, 
| “He’s paid for his literary out- 
| put nowadays; but this particular 
| piece was refused publication by 
| his regular New York City out- 
|let, the Herald Tribune. The 
'trouble was that Mr. Rose had 
| some exceedingly salty things to 
|say about the Social Register 
| folks who boss the Metropolitan 
| Opera. The Herald Tribune loves 
| if not worships most of these same 
| folks and it just couldn’t bring it- 
self to let this uncouth Broadway 
showman trample their corns.” 

The News’ advice to the Met di- 
rectors is to “swallow their pride 
and take the Rose ideas serious- 

On Sept. 1 “Pitching Horse- 
shoes” was back in the Tribune, 
talking about the Metropolitan 


them, and so I’m running it here | 


Rose said “no column,” | 


“Well, you 


Advertising Age, September 6, 194 


Read The MEW DUP Pat ote 
DUZ does EVERYTHING 


Se 


| FOR LIFE—This is the opening ad for 


P&G's newest Duz contest, offering 

$35,000 in prizes, top prize being $20,- 

| 000 or $1,000 yearly for life. Copy will 

run in women's magazines, newspaper 

supplements and on radio shows. Comp- 
ton Advertising is the agency. 


| Opera and how Mr. Rose’s choice 
'of directors would run the show. 
| As far as Mr. Rose knew, no other 
|/mewspaper had declined to run 


| the column. 


Bigelow-Sanford 
Sparks Fall Drive 
with TV, Radio 


| New York—The Bigelow-San- 
'ford Carpet Co., which depends 
on magazines for its major adver- 
| tising emphasis, has added selec- 
| tive radio and television to its fall 
| schedule. 

Dunninger, the mentalist, and 
ventriloquist Paul Winchell will 
| share the billing honors on a half- 
hour telecast under the auspices 
of the carpet manufacturer, start- 
ing Oct. 7 over NBC’s East Coast 
| network. This will mark Bigelow- 

Sanford’s debut as a regular video 
| sponsor. 

The company also is planning to 
use radio announcements in major 
markets. This drive is to break 
in October. 

Young & Rubicam is the agency. 


| 
| 
| 
| 


Camels Shows Revamped 


—Monroe Has New Time 


The R. J. Reynolds Tobacco Co., 
Winston-Salem, will offer Vaughn 
Monroe’s music in the Saturday 
7:30 p.m., EST, CBS spot to at- 
tract young listeners this fall 
Orchestra leader Monroe, who 
filled in the old “Screen Guild 
Players” segment during the va- 
cation months, starts the new 
series Oct. 2, moving into the half 
hour vacated by Pet Milk’s switch 
to NBC. 

Meanwhile Bob Hawk, now 
/heard on NBC, Thursday at 10 
p.m., EDT, will change time and 
networks with the “Screen Guild 
| Players,” CBS, Mondays, 10:30 
'p.m., EST, early in October. Al! 
'these Camels shows are placed 
ithrough William Esty & Co. 
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SELL YOUR 
PRODUCT OVER 1,100,000 EAGLES 


Every media attempts to give its advertisers some sort of merchandising help. But no 


media is in a position to do it in the way the Eagle Magazine does. Our new merchan- 


dising plan enlists the help and cooperation of our 1700 subordinate clubhouses and 
their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 
1,100,000 members. It makes no difference if you sell beer, bicycles, or bowling alleys; 


the Eagle merchandising plan will get you a large piece of this tremendous market. 


Write for full detacls 
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|larged to handle publishing of|son for the consolidation. 
‘News and Star papers. | The News and Star each have a eles 
Whether advertising rates will| circulation of about 140,000. Also, id f th 
4 4 7 | —has : te) mes, eveni 1 ing Co., has formed a new agency 
in Indianapolis _will, however, be no changes in| a circulation of about 90,000. The| under the name of Mann-Ellis, 

INDIANAPOLIS — Indiana’s two/| publishing schedules or in per-| Times, which reportedly negoti-|Inc. The new agency has taken 
largest newspapers — the News| sonnel. ated unsuccessfully recently with| over all accounts and the entire 
and Star here—have merged, but) Eugene C. Pulliam, publisher of|the News for a merger, is ex-| Staff of the New York office of 
with no intention of losing their the Star, will be president of the| pected to start publishing a Sun- the Ellis Co. The new firm will 


separate identities. | new corporation. Richard M. Fair-| day edition this fall. with the Ellis Advertising Co. of- 


|Mann Forms Agency 


Stockholders of the 79-year-old | banks, a director of the News and | 


evening News and the 45-year-old | 
morning and Sunday Star have 
set up a new corporation, Indian- 
apolis Newspapers, Inc., to oper- 
ate the two newspapers under uni- 


| 
| 


member of the Fairbanks family 
that has owned that newspaper 
for three decades, will represent 
the News on the new corporation. 
The News’ radio station, WIBC, 


‘Living’ Names Coffin 
Charles Coffin, former mid- 
|western advertising manager of 
| Pic, has been appointed midwest- 
ern advertising manager of 
Mademoiselle’s 


| fices in Buffalo, Montreal and To- 
|ronto. The New York office is 
| Soanted at 33 W. 42nd St. 


'CBPA Schedules Meeting 


The first fall luncheon meeting 


|will be kept by the Fairbanks 
family. 

“Sale of the News, with the 
| paper passing into other hands, 


Don} of the Chicago Business Papers 
Koebler of Street & Smith suc-| Association will be held Sept. 13 
ceeds Mr. Coffin as midwestern/at the Marshall Field & Co. Tea 
advertising manager of Pic. |Room. A discussion of “How to 
Beat Today’s High Production 


fied management and in a single Living. 


plant. The Star plant will be en- 


would be unthinkable,” Mr. Fair- 
banks said. “But, by joining with 
Mr. Pulliam, who has had a long 
career of newspaper operation in 
Indiana and other states, it is felt 
that improvements can and will 
be made.” Mounting operating 
costs were given as the major rea- 


Costs” will be conducted, with 
Olin E, Freedman, printing engi- 
neer, principal speaker. 


Butler to Bauerlein | 
The Butler Engineering Co., | 
New Orleans, maker of Butler) 
De-Scalers, patented devices used | ‘3 
to prevent the accumulation of Appoints Cole 
rust in automobile radiators, has F. B. Cole has been appointed 
appointed Bauerlein, New Orleans | West Coast representative of Coin 
agency, to handle its advertising. Machine Journal, Chicago. 


SIGNS OF LONG 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibby Lima, USA 


Try this 
for headache! 


Bang! Bang! Bang! Like a machine gun they 
come. 


Cost increases. Rate boosts, Budget miseries. 


They’re a continuous headache for admen to- 
day—and icebags don’t help! 


But hold on—relief is here!... 
Great news for budgets! 


Amazing Coronet has just guaranteed the low- 
est rate in multi-million magazine history un- 
changed through 1949! 


Incredible Coronet, that delivers your adver- 
tising to 2,500,000 quality homes at a rate of 
only $1.75 per thousand for the first 2,000,000 
—and 500,000 extra circulation free, gratis, 
without charge! 


—and what an audience! 


Lowest rate in 


Mister, if you picked ’em yourself, you couldn’t 
pick more likely customers. 


They're young. Hard workers. Earners, spend- 
ers. And they read Coronet—hardly miss a word! 
(Audience details? Yours for the asking! ) 


multi-million 


Furthermore, in addition to its low, low rate, 
Coronet guarantees your ad “preferred posi- 
tion” opposite a full page of editorial matter. 
Plus limited ad-competition: Coronet permits 
only one-third advertising-to-editorial content. 


magazine history 
—guaranteed 


through 1949! 


Look—anyone you know? 


If Coronet’s low rate guarantee through 1949 
appeals to you, you're right in step with these 
famous Coronet advertisers: 


Admiral Radios Admiral Refrigerators 


Alka-Seltzer The Book of Knowledge 
Argus Camera Book-of-the-Month Club 1 Proof of Coronet’s Ad Readershipt | 
Bulova Watch Hammond Solovox | 
Classics Club Kingsmen Toiletries | : P 
Doubleday & Co. —Linguaphone Institute costs for the same advertisement: | 
Exercycle Corp. The Milwaukee Road ! Cost per 1000 
Flo-Ball Pen Paris Belts and Garters | Position Publication Who Saw | 
Formfit Prestone Anti-Freeze Coronet $2 00 | 
Gruen Watch Revere Camera | ond pea Weekly “A” $3. 59 | 
Ipana Spring-Air Mattresses | Ind pina Weekly “Br $3.45 | 
Kelvinator and Box Springs | | 
Kleenex Springs Mills L Starch ratings J 
Motorola Universal Gas Ranges 

Nash Zenith Radio 

Nescafeé Zenith Hearing Aid 


Sheatfer Pen 


So, how about it? Before you button up your 
fall schedule, throw away your icebag and 
write, wire or phone for the facts! Coronet, 
366 Madison Avenue, New York 17, New York. 
MUrray Hill 2-5400, 


Your is 


Coronet 


Now 2,574,705 (ABC) quality circulation 


Eversharp Quiz 
Leads Hooper 
Hit Parade 


New York —Eversharp’s “Take 
It Or Leave It” (NBC) rated first 
with listeners (11.2) on the Aug. 
30 Hooper report. Next in line 
was “Stop the Music” (Old Gold, 
Swerl, Speidel, Old Gold) with an 
average of 10.3 for the four quar- 
ter hours of the ABC participation 
show. 

Other placers with (1) their 36- 
city popularity and (2) their U. S. 
projectable Hooperatings: 

Horace Heidt (Philip 


NBC 9.7 8.00 
Break the Bank (Bristol- 

Suspense (Auto-Lite), CBS 9.3 ° 
Big Story (Pall Mall),NBC 9.0 8.1 
This Is Your F.B.I. (Equit- 

Crime Photographer 

“Fat Man” (Norwich), 

Adventures of Sam Spade 

CWrerect). 8.3 7.83 
Mr. Keen (Whitehall), CBS 8.1 +e 
The Thin Man (Pabst), NBC 8.1 ° 


Mr. & Mrs. North (C-P-P), 
8.1 7.87 

We, The People (Gulf), 
CBS 


CBS 7.6 


*Not yet included in U. S. Hoop- 
eratings Report. 

**Program has changed “size” of 
network by 25% or more since pub- 
tieation of U. S. Hooperatings Re- 
port. 

Average evening sets-in-use of 


20.6 is down 0.4 from the last re- 
port, up 2.5 from a year ago. 
Average evening rating is 5.5, 
down 0.1 from the last report, up 
0.6 from a year ago. 


ED SULLIVAN (CBS) 
SETS VIDEO PACE 

New YorK — Ed Sullivan’s 
“Toast of the Town” (WCBS-TV) 
rated tops (37.1) with televiewers 
in New York, according to the 
August report of C. E. Hooper, 
Inc. Runner-up was the Texaco 
Star Theater (WNBT) with 33.4. 
Sponsor identification for the lat- 
ter was 95.2, a new high for tele- 
vision. This report also included 
Mr. Hooper’s first monthly esti- 
mate of home television set own- 
ership in the metropolitan area. 
The figure is 242,100, against 220,- 
800 for June. 

Mr. Hooper also announced the 
impending publication of his new 
city-by-city network audience an- 
alysis, a summary covering De- 
cember, 1947, through April, 1948, 
for 68 cities. This will be ex- 
tended to other areas later. 


RCA Victor Plans 
September Drive 


Collier’s, Look and The Satur- 
day Evening Post will be used to 
push five featured RCA Victor 
radio receivers—three portables, a 
table model and a table model 
radio-phonograph combination— 
during September. The magazine 
copy will be supplemented with 
commercials on RCA’s Sunday 
afternoon program on NBC. 


‘Tribune’ Sets Forum 

The seventeenth annual forum 
of the New York Herald Tribune 
will take place Oct. 18-20 at the 
Waldorf-Astoria, New York. On 
Sunday, Oct. 24, the complete pro- 
ceedings of the three-day forum 
will be published in the Tribune. 


Timmons Joins Ferguson 
Francis X. Timmons, formerly 
assistant promotion manager of 
the Washington Post, has been ap- 
pointed chief copywriter of Court- 


/land D. Ferguson, Inc., Washing- 


ton. 


Always Dependable Quality Service 


ENGRAVING COMPANY 
208 $. STATE ST. ST. JOSEPH, MICK. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 


MONE COLUMN CUT OR 
COMPLETE COLOR BOCKLET 
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Never Underestimate the Power Woman! 


Nor the Power of the Magazine Women Believe In. it's editorial power that lends force to advertising pages. So extraordinary 


is the editorial power of the Journal that nearly a million more women buy it than any other magazine.* 


That’s the reason your message to women is more effective in Ladies Home JOURNAI 


Bought by nearly a MILLION MORE women than any other magazine * 


*Monthly OR weekly, with audited circulation, 
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Esso Safety Drive 
on Outdoor and Video 


“Drive carefully ...the hfe 

you save may be your own!” 
Esso Standard Oil Company, New 
York, has displayed this warning 
on 3,600 outdoor posters in 18 
states. 
For the benefit of Labor Day 
travelers the theme has been re- 
iterated in television commercials 
in eight cities. Marschalk & Pratt, 
New York, is the agency. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


| the first 10 broadcasts — soapers 
with the exception of Arthur God- 


‘Stop Music’ Tops 
P ulse Ratings a daytime leaders: 


| New Yorx— “Stop the Music” | Arthur Godfrey (Chesterfield), 
(ABC)—d lifferent segments in dif- Resemary (very), CBS........ 
ferent cities—led the top 10 eve-| pig sister (Svery), 
ning broadcasts in the five cities) Helen Trent (Whitehall), CBS.. 
| covered by Pulse, Inc. 


February Earliest 
Date for Decision 
on Basing Points 


to to co 


Grand Slam (Cont. Baking), 
CBS 


to 


The list: | Breakfast Club (Swift, Philco), : 
| the Bank exe 7.1. WasHINGToN—The special Sen- 
Guiding Light (Dus), CBS. .... 6.2| headed by Sen. Homer Capehart 
We, the People (Gulf), CBS.... 10.4| Wendy Warren (General Foods), (R., Ind.) asked trade associa- 
Mr. D. A. (Bristol-Myers), NBC. 10.2 6.2 tions, chambers of commerce and 


Louella Parsons (Woodbury), 

ABC 
Strike It Rich (Luden’s), CBS.. 
Hit the Jackpot (DeSoto), CBS. 


The J. L. Schilling Co., New 
CRS | York, maker of toy electric trains 
and boats, has appointed Jasper, 
_ CBS walked off with the day-|Lynch & Fishel, New York, to 
| time honors, placing nine out of | handle its advertising. 


impact on the industrial economy 
of recent FTC and Supreme Court 
rulings outlawing the basing point 
system of uniform delivered prices. 

Embarking on an intensive in- 


‘ld rather be home reading The Bulletin" 


This is more than a catch-phrase in Philadelphia . . . for, in this 
City of Homes, The Bulletin is the favorite evening reading of more 
than four out of five families. 

Advertisers couldn't ask for a better break. They reach re- 
sponsive buyers in America’s third largest market — in the evening, 
in their homes. 

It's a fact worth repeating — The Bulletin goes home — stays 
home — and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


Advertising Age, September 6, 1948 


labor unions last week for fac- | 
tual data indicating the probable | 


vestigation which may eventually 
lead to a major reappraisal of 
anti-trust policies, the committee 
submitted to the various groups a 
| list of questions designed to meas- 
ure the plant and employment 
|changes that might result under 
new competitive conditions result 
|ing from a switch to an f.o.b 
| price system. 

By February of next year the 
committee expects to decide 
| whether any legislation is neces- 
to protect national de- 
livered price systems. At the same 
time, it will prepare policy recom- 
mendations on various forms of 
| freight equalization plans, now 
| considered illegal in the light of 
'the FTC and Supreme Court rul- 
ings in the Cement Institute case. 


Fear Expressed 


_ Much of the mail coming to the 

committee at this time expresses 
_ fear that the elimination of freight 
equalization would result in “‘ghost 
towns” and in further disaster to 
small business, in the light of the 
heavy investments already exist- 
ing in plant facilities. 

A nationally known manufac- 
turer, a heavy user of steel in 
Michigan, warned that his firm 
has now been put at a competitive 
disadvantage, and faces the almost 
impossible task of finding a new 
supplier — or moving to Pitts- 
burgh, where its present supplier 
is located. 

“If we and others have to move 
to a steel town, the result will be 
|a further centralization of indus- 
| try,” he declared. 

The 40-man advisory committee 
| appointed from all segments of 
| the industrial, labor and academic 
| world, is to hold the first of three 

scheduled meetings here next 

| Wednesday. This first meeting is 
‘largely for organizational pur- 
| poses, but the advisory group is 
expected to recommend a new na- 
| tional policy on the multiple bas- 
ing point system shortly after the 
first of the year. Restoration of 
freight equalization plans presum- 
'ably would require legislation 
| eliminating FTC’s present concept 
of “mill net.” 


Bottle Caps At Issue 


In enforcing the Robinson-Pat- 
man Act, which requires that 
equal prices be available to firms 
which sell in competition with 
each other, the commission has 
insisted that “price” is the amount 
retained by the seller after the 
deduction of freight charges. 

By “selling” this concept to the 
courts, the commission in the ce- 
| ment case established that it is 
illegal to systematically absorb 
freight or charge phantom freight 
in order to meet competitors’ 
prices at any delivery point. While 
the committee studies are under 
way, FTC is aggressively proceed- 
|ing against freight equalization 
plans wherever it can find them. 
Within the past few days it has 
ordered the elimination of an al- 
leged conspiracy to maintain iden- 
tical delivered prices for crown 
bottle caps. While substantially 
all crown bottle caps were sold 
f.o.b. point of manufacture, FTC 
claimed manufacturers were re- 
bating purchasers for the differ- 
ence between actual freight and 
the freight rate from the industry 
plant located nearest such pur- 
chaser. 


Pillado Rejoins McCann 


Alberto Pillado, formerly with 
the foreign department of Mc- 
Cann-Erickson, New York, until 
December, 1947, when he left to 
go to Puerto Rico, has rejoined 
the agency there as radio director 
of the San Juan office. 


Dykstra Named A.M. 


Unistrut Products Co., Chicago, 
| manufacturer of all-purpose metal 
framing, has named Edward F. 
| Dykstra, formerly advertising 
| manager of D. A. Stuart Oil Co., 
'as its advertising manager. 
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$33,748,431,000 in check payments 
... it's America's third largest market ! 


Banks in Los Angeles handled a record volume of $33,748,431,000 in 
check payments for their depositors during 1947—ranking third after 
New York and Chicago. This was an increase of 213% over 1940— and 
a potent reminder of the tremendous growth of this area. 
now America’s Third Largest Market—and its amazing expansion con- 
tinues. Here are eager customers for every type of goods and service. To 


tell your story effectively in this market—use the Los Angeles Times, 


with the largest home-delivered circulation in the West. 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: 


LOS 


REPRESENTED BY CRESMER AND WOODWARD - 


Los Angeles is 


Daily, 400,811; Sunday. 747,852. 


NEW YORK, CHICAGO, 


GET THE FACTS ON LOS ANGELES... 


NOW AVAILABLE 


The Research Department of The 

“ Times has completed a comprehen- 

sive survey of the Los Angeles 

market—including studies of popu- 

Y lation trends, sales analyses, buying 

habits, routes, etc. These valuable stud- 

ies are outlined in the booklet “Los Angeles 

—City Without Limits.” Write The Times 
—— today for your FREE copy. 
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Borroff, Taylor 
Take over T-H-S 
Radio Sales | 


Cuicaco — Taylor-Howe-Snow- 
den Radio Sales has been reor- 
ganized as Taylor, Borroff & Co. 
Principals of the new station rep- 
resentative firm are O. L. Taylor, 
chairman, and Edward R. Borroff, 
president and general manager, 


< 
STICKERS-LABELS 


PACKAGE SEALING 
LITT ADVERTISING 
Printed To Your Onder 


who have bought control of the 
predecessor company. 

Taylor, Borroff & Co. will rep- 
resent about 55 stations. 

Mr. Borroff last spring resigned 
as vice-president in charge of the 
central division of American 
Broadcasting Co. He had served 
with NBC’s Blue Network and 
ABC for about two decades. 

Mr. Taylor is owner of KANS, 


Wichita, and KTOK, Oklahoma | 


City, and is executive director of 
KGNC, Amarillo, KFYO, Lub- 
bock, Tex., KTSA, San Antonio, 
and KRGV, Weslaco, Tex. 

Alex Keese, who has been gen- 
eral manager of T-H-S, with 
headquarters in Dallas, will con- 
tinue with Taylor, Borroff & Co., 
concentrating on southwestern 
business. He continues as man- 


|aging director of the Lone Star 
Chain in Texas. 
| Financial interest in the repre- 
| sentative firm was sold by T. E. 
| Snowden, lumberman, and Gene 
|Howe, publisher of the Amarillo 
Globe and News. 
Appoints Fleming : 
Jack Fleming has been named 
general manager of the central di- 
vision of National Transitads, 
_with headquarters in Cincinnati. 
|He was formerly with Maynard 
| Boyce, Los Angeles. 


| Ray-Hirsch Moves 

Ray-Hirsch Co., New York, has 
| moved all departments except the 
| research department to 37 W. 57th 
| St. The research department will 
|remain at 7 E. 42nd St. 


Pulse to Survey 
Video in Philly 

Pulse, Inc., New York, which 
has been rating program popular- 
ity of telecasts in New York for 
some time, will expand this serv- 
ice to cover Philadelphia in Sep- 
tember. It is estimated that 70% 
of the total number of television 
sets are located in those two areas. 

The Philadelphia reports, to be 
issued monthly, will be based on 
personal interviews with 700 
video families. The size of the 
television and radio station audi- 
ences by quarter hours for each 
day of the week from 12 noon to 
12 midnight will be included in 
the report. The New York sur- 
vey, previously covering inter- 
views with 700 families, will be 
based on twice as many inter- 
views starting in September. 


They spend the most 


where the most spent 


THE NEW YORKER concentrates 82% of its circulation in the 41 city-trading areas 


where most of the retail dollars are spent. Top stores in those areas have proved (by 


checking charge accounts) that NEW YORKER subscribers are their really flush customers. 


Have you heard about the luxury neckwear shop that zoomed from a standing start to a national success in one year? 
Ask us. It shows what can be done if you advertise to NEW YORKER readers, 
They spend the most where the most is Spent. 


THE 


NEW YORKE 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


ELLS THE PEOPLE 


OTHER PEOPLE COPY 


Packard Relies 
Solely on Slogan 
in Magazine Copy 


(Picture on Page 41) 

Detroir—For probably the first 
time in the annals of advertising, 
a motor car manufacturer is pub- 
lishing an advertisement in which 
neither its product nor company 
name is mentioned. 

Appearing in September and 
October magazines, the color page 
will carry an illustration of the 
company’s most luxurious model, 


over the headline, “America’s 
most powerful, most luxurious 
motor car...ONE GUESS 


WHAT NAME IT BEARS!” 

In place of the conventional 
signature; the ad shows a close-up 
of the car’s grille, with the slogan 
“Ask the man who owns one.” 

Packard Motor Car Co. is the 
advertiser, of course. 

Hugh W. Hitchcock, Packard 
director of advertising and pub- 
lic ‘relations, said that the adver- 
tisement started out as a prestige 
ad with a few hidden mentions of 
the Packard name. 


In 7 Magazines 


“Then it occurred to us that 
the advertisement would be even 
stronger if it were completely 
anonymous. At the same time, 
we were mindful of the fact that 
Packard alone could dare publish 
such an_ advertisement,” Mr. 
Hitchcock said. 

He said that members of the 
Packard field organization, given 
a preview of the ad, “acclaimed 
it as the greatest prestige ad they 
had ever seen.” 

The advertisement will appear 
this month in _ Collier’s, Life, 
Newsweek, The New Yorker, The 
Saturday Evening Post and in Oc- 
tober issues of Fortune and Town 
& Country. 

Young & Rubicam, New York 
and Detroit, is the agency. 


GETS FASHION AWARD 

New YorkK—Fashion Academy, 
school of design and styling here 
best-known for picking best- 
dressed women, has announced its 
selection of the 1948 Packard as 
the “Fashion Car of the Year.” 

Not the mechanical achieve- 
ments of the car “but rather its 
silhouette and ‘woman appeal’” 
was the basis for the award, the 
academy announced. 


Schedules Fall Drive 


Society Brand Clothes will open 
its fall campaign with a series 
of four-color pages in Esquire 
keyed to the modern motif, begin- 
ning with the October issue. 
Salem N. Baskin Advertising 
Agency handles the account. 


Gravenson Joins Mayers 

| Ted Gravenson, who has oper- 
|ated his own agency in New York 
‘for several years, has _ been 
appointed director of art and pro- 
duction of Mayers Co., Los An- 
geles. 


KLER Joins ABC 

KLER, Rochester, Minn., will af- 
filiate with ABC on Oct. 1. Now 
under construction, the station 
will operate on 500 watts daytime 
and 1,000 watts nighttime. 


remember 
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There is one interest common to every top executive—the 


operation of his business. To manage a business successfully 


requires a knowledge and understanding of basic conditions 


both here and the world over. 


It is this common interest—in the news of the world 


—that gathers together the top men of America in one 


audience— 


U. 8. News & World Report 


WASHINGTON 


Circulation Guarantee 350,000 
plus a substantial bonus well in excess of guarantee 


"America’s Top Business Executives Report on the Usefulness of the Management Magazines They Receive. Copies available upon request. 
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USEFUL NEWS FOR IMPORTANT PEOPLE 
(“Anowledze is Power”) 
bad 


Onter lhe 


The Lights Go Or 


The story of Edison and his lamp is Only eight years after the gasoline- ‘The day the Wright Brothers soared Remember the crystal set? The radio It wasn 
known to millions. But few realize that driven horseless carriage was invented, into the air over Kitty Hawk in their industry has taken tremendous strides of _ 
unde 


the first automobile advertisement ap- 
peared in The Saturday Evening Post. 


crude “aeroplane” a.new industry was 


born. Today the airplane has become 


since those earphone days. And as the 
industry progressed, all America was 


the first light bulbs advertised in the | 
Post were 6 candlepower or less and 


cost 35¢ each. Today 100-candle- 
power bulbs cost less than half as 
much! What lowered the price? 
Advertising helped, by kindling 
the great demand for this 
modern incandescent 
miracle. 


Since the days of the linen duster, / 
Post pages have been a living rec- 
ord of the evolution of a nation 
on wheels. Today, America’s / 
motorists consider the Post / 
their “Year-Round 

Automobile Show.” 


a strong arm of our security and a 
vital part of our economy. It is in- 
teresting to note that our airlines 
depend on the Post more than on 
any other magazine to spread 
news of their progress to 
air-minded America. 


kept informed through the advertising 
pages of The Saturday Evening Post. 
Just as, today, Post advertising 
pages are spreading the ex- 
citing story of television 


to every community 
in the nation. 


here are the companies 


No. of No. of 
Years Shaler ( 
National Lead Company 38 Chicago, Milwaukee, St. Paul & Simoniz 
Company, 4 Pacific Railroad 31 Univers: 
illys-Overla jotors, Inc. le Pencil 31 
RACE America’s growth in terms of all these great miracles of Barrett Division, othe A 31 wm 
Allied Chemical & Dye Corporation 37 Lever Brothers Company 
science and you'll find that each has added infinitely to our Bauer & Black, Division of (Pepsodent Division) 31 
37 National Biscuit Company 
= otor Uivision, & Subsidiaries 31 
everyday of life. General Motors Corporation 37 —_Philco Corporation 31 Bendix 
ee: ” Champion Spark Plug Company 37 Stokely-Van Camp, Inc. 31 Bird & 
: Yet it took still other “miracles” to bring these wonderful blessings Duofold, Inc. 37 Tide Water Associated Oil Company 31 Clark 6 
| 37 Warren Company, S. D. 31 
. . . . i 
within the reach of so many. Mass production—and the vital force called om 37 Western Electric Company 31 General 
cas A General Electric Affiliate 37 
3 advertising—helped industry create the demands that resulted in today’s Pontiac Motor Division, AC Spark Plug Division, Insuran 
; ° ° General Motors Corporation 37 General Motors Corporation 30 Johnson 
mammoth production lines. Texas Company, The 37 ~~ Atlas Underwear Company 30 Paster | 
Westinghouse Electric Company 37 Paramount Pictures 30 Pennsy! 
es ° ° White Motor Co., The 37 Society Brand Clothes, Inc. 30 hoses 
The powerful force of advertising is best exemplified by The Saturday American Radiator & Standard Southern Pacific Company 30 a 
F h h P h fA ‘Ili Sanitary Corporation e 36 Perfect 
j American Thermos Bottle Company 36 California Packing Corporation , 
Evening Post. or it was t roug ost at merica 26 Coca-Cola Comeany. 29 Phoenis 
Lever Brothers Compa lectric Auto-Lite Company, 
were first made aware of the part these ‘miracles’ could play in their Seiber 
: ° Reynolds Tobacco Company, R. J. 36 (Ansco Division) 29 Weco F 
| everyday existence. Studebaker Corporation, The 36 Munsingwear, Inc, 29 
; Yale & Towne Mfg. Co. 6 American Stove Company, The 
2 Today, as always, the nation’s outstanding companies continue to keep . Goran Gampem, We 28 saute 
Brunswick-Balke-Collender 
you abreast of progress through the advertising pages of The Saturday Company, The 28 seenant 
American Tobacco Company, The 35 Goul 
i hi Burlington & Quinc eneral Motors Corporation 
: Evening Post. Railroad 35 Cream of Wheat Corporation, The 28 
Holeproof Hosiery Company E. Ronson 
° ° ° ° Kuppenheimer & Co., Inc., B. 5 otels Statler Co., Inc. 
This list is limited to advertisers appearing in The Saturday Evening Post aiken Paamaen't. Simmons Company 28 Stetsor 
7 nL . Lambert Company, The 35 Squibb & Sons, E. R. 
ten or more years and spending a minimum of $10,000 during 1947 or Underwood Corporation Black 
000 ring 7 i & Myers Tobacco Co. 34 oungstown Kitchen Division, ‘ 
$5, du the first eed months of 1948. Sheewin-Willloms Co. 34 Mullins Manufacturing Corporation 28 ree 
Sunbeam Corporation 34 All-Year Club of Southern California 27 Frigids 
Timken Roller Bearing Company, The 34 Armco Steel Corporation 27 Gen 
Willard Storage Battery Co. 34 Fisher Body Division, Iron 
Deico-Remy Division, General Motors Corporation 27 Kellog 
No. of No. of No. of General Motors Corporation 33 Hood Rubber Company Rexall 
Years Esterbrook Pen Company 33 Division of The B. F. Goodrich Co. Servel 
Eastman Kodak Compa 50 Elgin National Watch Company 5 tewart-Warner Corporation Great Northern Railway Compa 33 Kohler Company ; ! 
Mennen Company - 49 Prudential Insurance Company of United States Rubber Company 41 Hoover Company, The 4 wad 33 Kraft Foods Company, Division of me 
Parker Pen Company, The 49 America, The 45 Kaiser-Frazer Corporation 33 National Dairy Products Corp. 27 Timke 
Pro-phy-lac-tic Brush Company Socony-Vacuum Oil Company, Inc. 45 naam Kelly-Springfield Tire Company, The 33 Metropolitan Life Insurance Company 27 Travel 
(Lambert Company, The) 49 United States Playing Card New York Central System 33 Pennsylvania Rubber Company 27 Belder 
Remington Rand, Inc. 49 Company, The 45 Campbell Soup Compan 40 Reo Motors, Inc. 33 Quaker State Oil Refining Corporation 27 Cheset 
Colgate-Palmolive-Peet Company 48 Williams Co., The J. B. 45 Firestone Tire & Rubber Co., The 40 Scholl Mfg. Co., Inc., The 33 Sealright Co., Inc 27 Sohoms 
Stanley Works, The Cluett, Peabody & Co., Inc. 44 Heinz Co., H. J. 40 Smith & Corona Standard Brands Inc. 27 Dissto 
bi (North Brothers Manufacturing Co.) 48 Swift & Company 44 Hudson Motor Car Co. 40 Typewriters Inc., L. C. 33 Swank, Inc. 27 Hastie 
H Florsheim Shoe Company, The 47 Union Carbide and Carbon Corporation 44 Krementz & Co. 40 American Lead Pencil Company 32 Beech-Nut Packing Co. 26 Kaywe 
General Mills, Inc. 47 _—_ Bristol-Myers Company 43 Olin Industries, Inc. 40 Armour and Company 32 Burnham and Morrill Company 26 nace 
n Goodyear Tire & Rubber Company, The 47 Stein & Company, A. 43 Santa Fe Railway 40 Armstrong Cork Company 32 Californians, Inc. 26 — 
ei Radio Corporation of America 47 American Home Products Corporation 42 Whitman & Son Inc., Stephen F. 40 Demuth & Company, Inc., Wm. 32 Caterpillar Tractor Co. 26 + be 
% American Safety Razor Corporation 46 Dixon Crucible Co., Joseph 42 American Chain & Cable Co., Inc. 39 Dodge Brothers Corporation 32 Clicquot Club Co. ie 26 : 
: Cadillac Motor Car Division, General Electric Company 42 du Pont de Nemours & Company, Electric Storage Battery Company, The 32 Crosley, Division of the Aviation Corp. 26 She - 
4 General Motors Corporation 46 ~—s Hart, Schaffner & Marx 42 Incorporated, E. I. 39 — General Tire & Rubber Company, The 32  Ourham-Enders Razor Corporation 26 es 
General Foods Corporation 46 Mallory Hat Division, Lorillard Co., P. 39 Hamilton Watch Company 32 Glidden Company, The 26 nc 
: Goodrich Company, The B. F. 46 The John B. Stetson Company, Inc. 42 Pratt & Lambert, Inc. 39 Interwoven Stocking Company 32 GMC Truck & Coach Division, — 
Nash-Kelvinator Corporation 46 Chrysler Sales Corporation 41 United States Time Corporation, The 39 Larus & Brother Co., Inc 32 General Motors Corporation 26 }-~- | 
Oldsmobile Division, Hartford Fire Insurance Company, Westclox, Division of General Time Outboard Marine & Mfg. Co. 32 Hat Corporation of America 26 . E 
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make America great 


It wasn’t till the early 20’s that the era 
of labor-saving appliances really got 
under way. And advertising helped con- 
vince housewives that electric wash- 
ers, automatic ranges and refrigera- 
tors could lighten work and add 
leisure hours. As demand grew, 
production soared — bringing 
these mechanical servants 
within the reach of 


millions. 


The “discovery” of vitamins opened a_ | 
whole new era of better health. New | 
processing and packaging improved the 
freshness and flavor of the foods we 
eat. And today the finest food prod- 
ucts are available regardless of sea- 
son or distance. Through adver- 
tising, people were introduced 
to all the nourishing new 
foods that build strong- 
er, healthier bodies. 


> 


sprang to life. 


Do you realize how many different things 
—clothes, housewares, building materi- 
als and drugs — were created by the 
magic of modern chemistry? Only a 
few years ago, such wonders as 
synthetic fabrics and plastic ma- 
terials were virtually unknown, 
Advertising spread the news 
of these miracles — and a 
_ strong young industry 


make these miracles come 


Shaler Company, The 

Simoniz Company, The 

Universal International Pictures 
Company, Inc. 

Wurlitzer Company, The Rudolph 


Bendix Aviation Corporation 
Bird & Son 
Clark Grave Vault Co., The 
Commonwealth Shoe & Leather Co. 
General Motors Corporation 
Goodall Fabrics, Inc. 
Insurance Company of North America 
International Harvester Company 
Johnson & Johnson 
Parker Rust-Proof Company 
Pennsylvania Grade Crude Oil 
Association 
Pennzoil Co., The 
Perfect Circle Company, The 
Phoenix Hosiery Company 
Rutland Fire Clay Company 
Seiberling Rubber Company 
Wander Company, The 
Weco Products Company 
Welch Grape Juice Company, The 
Florists’ Telegraph Delivery 
International 
Jantzen Knitting Mills 
McKesson & Robbins, Inc. 
National Battery Company, 
Gould Commercial Division 
Nunn-Bush Shoe Company 
Polk Miller Products Corp. 
Ronson Art Metal Works, Inc. 
Stetson Company, Inc., The John B. 
Warner-Patterson Company 
Black & Decker Mfg. Co., The 
Brown Shoe Company 
Cutler-Hammer, Inc. 
Ethyl Corporation 
Frigidaire Division, 
General Motors Corporation 
Iron Fireman Manufacturing Co. 
Kellogg Company 
Rexall Drug Company 
Servel, Inc. 
Shuron Optical Company, Inc. 
Taylor Instrument Companies 
Timken-Detroit Axle — The 
Travelers, The 
Belden Mfg. Company 
Chesebrough Manufacturing Company 
Coleman Company, Inc., The 
Disston & Sons, Inc., Henry 
Hastings Manufacturing Company 
Kaywoodie Company, The 
| McGraw Electric Company 
0-Cedar Corporation, The 
{ Division of 
aybestos- Inc. 
Sheet er Pen Co., 
Stanco 
Stromberg-Carlson Company 
Talon, Inc. 
American Optical Company 
Brown & Williamson Tobacco Corp. 
Clipper Belt Lacer Company 
Eureka Williams Corporation 
International Nickel 
Company, Inc., The 


Kendal! Refining Company 

Kroehler Mfg. Company 

Lee Rubber & Tire Corporation 

Luden’s, Inc. 

McQuay-Norris Mfg. Co. 

Northern Pacific Railway Co. 

Norwich Pharmacal Company, The 

Penn Mutual Life Insurance 
Company, The 

Phillips-Jones Corp. 

Plymouth Division, Chrysler Corp. 

Shaw-Walker Co. 

Sun-Maid Raisin Growers of 
California 

Warner Brothers Pictures, Inc. 


Aluminum Company of America 
Bulova Watch Co., The 

Cheney Brothers 

De Soto Motor Corporation 
Dictograph Products Co., Inc 
Florence Stove Company 
Greyhound Lines 

Hickok Mfg. Co., Inc. 

Hygienic Products Co., The 
Lincoln Division, 

Ford Motor Company 
Noblitt-Sparks Industries, Inc. 
Purolator Products, Inc 
Ray-0-Vac Company 
Schrader’s Son, A., Division of 

Scovill Manufacturing Company 
Spalding & Bros., Inc., A. G. 
United Motors Services, Inc. 
Wilson Bros. 

Young, Inc., W. F. 

American Chicle Co. 

Baltimore & Ohio Railroad 

Bostitch, Inc. 

Canada Dry Ginger Ale, Incorporated 

Canadian National Railways 

Corn Products Sales Company 

Elliott Addressing Machine Co., The 

Frank & Co., Inc., S. M. 

General Shoe Corporation 

Hollingshead Corporation, R. M. 

Lovell Mfg. Co. 

Mutual Life Insurance Company 
of New York, The 

Parke, Davis & Co. 

Sinclair Refining Company 

Sylvania Electric Products, Inc. 

Telechron, Inc. 

Waltham Watch Company, The 

American Express Company 

Budd Company, The 

Buxton, Inc, 

Corning Glass Works 

Douglas Shoe Company, W. L. 

Freeman Shoe Corp. 

Gabriel Company, The 

Harris Hardware & Mfg. 

Company, Inc., D. P. 

Hormel & Co., Geo. A. 
Middishade Co., Inc., The 
Nicholson File Company 

Norge, Division of Borg-Warner 

Corporation 
Pyroil Company 
Sterling Drag, Inc. 

Wagner Electric Corporation 
Wildroot Co., Inc. 


Willson Products, Inc. 

Wolf's Head Oil Refining Co., Inc, 
Zenith Radio Corporation 

Amity Leather Products Company 
Carnation Co. 

Celotex Corporation, Inc., The 
Continental Oil Company 

Diamond T Motor Car Company 
Glover Company, H. B. 

Hamilton Beach Company, Division of 

Scovill Manufacturing Company 
Morris & Co. Ltd., Inc., Philip 
New Departure Division, 

General Motors Corporation 
Planters Nut and Chocolate Company 
Schalk Chemical Company 
Schick, Incorporated 
Thor Corporation 
Vick Chemical Company 
Wayne Pump Company, The 
Zonite Products Corporation 
Best Foods Inc., The 
Chris-Craft Corporation 
Detroit Vapor Stove Company, Division 

of Borg-Warner Corporation 
Easy Washing Machine Corp. 
Emerson Electric Mfg. Co. 
Farber, Inc., S. W. 

Heublein & Brother, Inc., G. F. 
John Hancock Mutual Life 

Insurance Company 
National Board of Fire Underwriters 
New England Mutual Life Insurance 

Company of Boston 
Noma Electric Corporation 
Pullman Company, The 
Sparks-Withington Co., The 
United Air Lines, Inc. 


American Airlines, Inc. 

Bankers Life Company 

California Prune and Apricot 
Growers Association 

Canadian Pacific Railway 

Coopers, Inc. 

Dennison Mfg. Company 

Devoe & Raynolds Company, Inc. 

Eversharp, Inc. 

(Shaving Instrument Division) 

Geier Company, The P. A 

Gulf Oil Corporation 

Loew’s Inc. and Subsidiaries 
and Affiliates 

Manning, Maxwell & Moore, Inc. 

Masonite Corporation 

Morrell & Co., John 

Murine Company, Inc. 

National Life Insurance Co. 
of Vermont 

Northwestern Mutual 
Insurance Company, T! 

Rensie Watch Company, 4 Guilford 
Sales Div.—Rensie Watch. Co., Inc. 
New Haven Clock and Watch 
Company, The 

Scripto Manufacturing Company 

Sealed Power Corporation 

Shaw-Box Crane & Hoist Division of 
Manning, Maxwell & Moore, Inc. 

Wilson & Company, Inc. 

Wiss & Sons Co., J. 

Alligator Company, The 


Botany Millis, Inc. 

Chrysler Corporation 

Ditto, Inc. 

International Cellucotton Products 

Company 
Owens-Illinois Glass Company 
Rolls Razor, Inc. 

““Sanforized’’ 

Semler, Inc., R. B. 

Shell Oil Company, Incorporated 

Superba Cravats 

Truval Manufacturers, Inc., Division 
of Publix Shirt Corporation 

United-Carr Fastener Corp. 

Woodstock Typewriter Co. 

American Gas Association 

Association of American Railroads 

Burgess Battery Company 

Carrier Corporation 

Chicago, Rock Island & Pacific Railway 

Faber Pencil Co., Eberhard 

Hudson Products, Inc., 

Division of Block Drug Company 
Liberty Mutual Insurance Company 
Life Savers Corp. 

Linkman & Co., M. 
Longines-Wittnauer Watch Co. 
Minnesota Valley Canning Co. 
Murdoch, Reid, Division of 

Consolidated Grocers Corporation 
Silex Company, The 
Bates Mfg. Co., The 
Bryant Heater Company 
Central Manufacturers’ Mutual 

Insurance Company, The 
Coolerator Company, The 
Cracker-Jack Co., The 
Eagle Knitting Mills, Inc. 

Fels & Company 

Inkograph Co., Inc. 

Jacobson & Sons, Inc., F. 
Lincoln National Life Insurance 

Company, The 
Minnesota Mining & Mfg. Co. 
Plumb, Inc., Fayette R. 

Proctor Electric Company 
Railway Express Agency Inc. 
Schult 

Sealy, I 

U. S. Industrial Chemicals, Inc. 


Weyenberg Shoe Mfg. Co. 
Acushnet Process Sales Company 
American Gas Machine Co. 
Anderson Company, The 

Bell & Howell Company 

Bendix Home Appliances, Inc. 
Bowes ‘‘Seal Fast’’ Corporation 
Chase Brass & Copper Co., 

Incorporated 
Commonwealth of Pennsylvania 
Cory Corporation 
Eaton Manufacturing Company 
Eaton Paper Corporation 
Emerson Radio and Phonograph 

Corporation 
E-Z Mills, Inc. 

Guide Lamp Division, 

General Motors Corporation 
National Assoc. of Ice Industries 
National Pressure Cooker Company 
New Mexico Tourist Bureau 
Pyrene Manufacturing Company 
Rock of Ages Corporation 
Sikes Company, Inc., The 
Tappan Stove Company, The 
United Artists Corporation 
Walker Manufacturing Company 

of Wisconsin 


American Locomotive Company 
Casite Corporation, The 
Croton Watch Company, Inc. 
De Beers Consolidated Mines, Ltd. 
and Associated Companies 
Electro-Motive Division, 
General Motors Corporation 
Emery Industries, Inc. 
Fram Corporation 
Great Atlantic & Pacific Tea Co. 
Industrial Gloves Co. 
Macmillan Petroleum Corp. 
Magnavox Company, The 
Piper Aircraft Corporation 
State Farm Insurance Companies 
Story & Clark Piano Company 


Transcontinental & Western Air, Inc. 


Winarick Inc., Arthur 


G 


Six short years ago, scientists produced 
the first self-maintaining nuclear chain 
reaction. Today, science and industry 
are striving to put this powerful force 
to work for the benefit of all. No 
one knows what lies ahead. But 
as new and better products come 
from atomic research, you'll 
meet them first through 
the advertising pages 
of the Post. 
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Let's Quit Annoying People 


Last week, when your editor 
was engaged in a serious research 
project to determine whether the 
fish in the upper reaches of Geor- 
gian Bay are any easier for the 
amateur angler to catch than else- 
where in the western hemisphere, 
a couple of things happened to 
him in rapid succession that re- 
minded him of the sad fact that 
too many of us are still needlessly 
annoying our customers. 

Parking the car outside the 
Royal York hotel, we were ac- 
costed by a personable and pleas- 
ant middle-aged lady who an- 
nounced that she was engaged in 
a survey, and who proceeded to 
ask us a long string of questions 
about how long we had been in 
Canada, how many miles we had 
traveled, what kind of gas we 


bought most, what we thought of | 


service stations, and 
so on. Aha, we said, another 
good company is out finding out 
how it can serve the public better. 
So we went up the steps into 
the lobby of the Royal York, and 
joined what seemed to be the 
shortest line at the registration 
desk. There were nine people 
ahead of us, and our spirits rose 
even -higher when a _ bellboy 
cheerfully went down the various 
lines, passing registration 
cards. In all the hotels we have 
recently visited, registration cards 
are guarded as though they are 
tickets of admission into heaven, 
but here they were passed out 
generously, without question. 
But as we stood in line, and 
eventually got close enough to 
hear the room clerk ask his usual 
query about reservations, and 


Canadian 


then scurry off somewhere for 
three or four minutes to deter- 
mine whether his victim had in- 
deed told the truth, our sense of 
well being evaporated like a cold 
wave in August. 

Naturally, we had no reserva- 
tion; 
of standing in line, we 
just as we feared, that without a 
reservation we were cut of luck. 

Well, we weren’t too let down, 
and except for our 
that any hotel would rather wind 


up with empty rooms than admit! 


that it had a single closet avail- 
able for a casual visitor, we didn’t 
mind too much, although we re- 
sented the false notion the bell- 
boy had given us. 

But we got to pondering again 
about this matter of doing things 
the hard way. We had no reser- 
vation; ergo, no room. So far, 
that’s fair enough, at least as 
things go these days. But why 
did we have to stand in line 35 
minutes to discover that without 
a reservation we didn’t have a 
ghost of a chance? Why did it 
take 35 minutes to dispose of nine 
people in a line, all of whom 


wanted exactly the same item of | 


merchandise, and most of whom 
presumably had described what 
they wanted before they arrived? 

There is probably a reason, but 
thus far, in standing in hundreds 
of lines at hotels and transporta- 
tion desks, 
ourselves that it’s a good reason. 
Too many businesses, of all kinds, 


ers with outmoded methods just 
because customers still happen to 
be easy to find. 


Help the Business Census 


After a good deal of hard work 
on the part of many organizations 
and individuals in marketing, ad- 
vertising, selling, publishing and 
radio, the ground has finally been 
laid for a full-scale Census of 
Business covering the year 1948— 
the first such census to be taken 
in the fields of wholesale and 
retail trade since 1939. 

There is a tremendous need for 
these figures. No one knows ac- 
curately what the distribution 
machinery of the country looks 
like now, after almost a decade 
in which imagination-staggering 


changes have taken place. 

It can be assumed that the new 
census will be intelligently 
ducted and it 


con- 
is hoped that re- 


sults will be published without 


the annoying delays which have! 


sometimes in the past made cen- 
sus data obsolete before it became 
available. 

We are convinced that the Bu- 
reau of Census will do the best 


job possible. But it cannot do 
a really good job without the 
active cooperation and _ support 


The importance of 
the census, the confidential na- 
ture of the returns, and the need 
for full cooperation must be im- 
upon all engaged in 
wholesale and retail trade. The 
vehicles of business communica- 
and particularly the busi- 
press, can help mightily in 


of business. 


pressed 


tion, 
ness 


this task. 


and after exactly 35 minutes | 
learned, | 


usual feeling | 


| worked for 
we haven't convinced | 294 F&S&R? How can TV do any- 
iby NBC, CBS, ABC, MBS 


DuMont? 
go right on annoying the custom-| 


Heartbeats. 


"To each of our five losing contestants—a year's supply of toothpaste.” 


OU 


Initially Speaking 

We've been accustomed for so 
long to thinking of alphabet-itis 
as a government complaint that 
we've forgotten that the advertis- 
ing business is nearly as bad. 

At lunch the other day, we 
heard a man say, “Well, if the’ 
FCC is going to hear arguments 
it'll hear ABC first. Of course, 
this could certainly raise cain with 
P&G, G-E and B-M. I'll bet the 
boys are sweating at L&M, SSC&B, 
and DC&s.” 

It isn’t intelligible, 
hep to the patois. So far as we 
know, the only agencies which 
have been formally driven to in- 
itials are Sullivan, Stauffer, Col- 
well & Bayles, and Batten, Barton, 
Durstine & Osborn; at least, tele- 
phone operators at those shops 
answer “SSC and B” and “BBD 
and QO.” 

This is 


unless you're 


understandable. The 
natural inclination after saying 
Sullivan, Stauffer, Colwell & 
Bayles is to add “all others 
change at Jamaica.” 
Nevertheless, there must be few 
businesses where the ITU matches 
wits with ANPA, with the NLRB 
on the sidelines. Where else do 
Y&R men join JWT, having first 
B&B, D-F-S, FC&B 


pursued 
and 
(Query: how come no- 
body has abbreviated DuMont?) 
The initial habit is overpower- 
ing, and springs, we suspect, from | 
the same urge which leads to| 
monograms. Personally, we're | 
waiting for the formation of Jones, 


thing else but prosper, 


Edwards, Reilly, Kilgore 
Smith. 
Rigorous Life 

Walter Johnson, assistant gen- 


eral sales manager of WTIC, 
Hartford, tells the story of an in- 
terview with an applicant for a 
selling job. “I've made a lot of | 
contacts on my present job,” the 
applicant said. “I’m used to meet- 
ing people.” 

“What do you do?” 
son. 

“I'm an 


asked John- 
embalmer.” 


Jottings 
Among the reasons for higher 
fish prices, according to the Wall 
Street Journal, is the fact that 
fewer salmon swim upstream... 
Among the companies which 
filed a Limitation of Duration of 


| pore. 


Corporation Existence under Con- 
necticut law this summer was the 
Wald Disappearing Pocket Co., 
Danbury, Conn... 

Burton Browne, the Chicago 
agency man, recently had proof of 
the deliberate movement of gov- 
ernment. A letter to him from 
the Department of Commerce, 
dated July 30, said “In compli- 
ance with your request of Aug. 29, 
1946, we are enclosing a list of 
advertising media in Argentina, 
dated June, 1948.” 

Or, as Sheila Day (who turns 
out publicity for P&G’s Shasta) 
puts it, “With all these changes, 
there’s one thing that remains 
constant: the need for a lovely 
head of hair. 

A Vancouver, B. C., repair shop, 
Ross Baker, uses a neat small- 
space approach: “Ladies .. . if 
through no fault of your own, a 
dent or scrape appears on your 
family buggy . bring it in and 
we will destroy the evidence. . .” 

When the Omaha National Bank 
started remodeling, it cleverly is- 
sued cards of membership in the 
Society for the Promotion and En- 
couragement. of More and Better 
Sidewalk Engineers. Big response. 
Buchanan - Thomas Advertising 
Co., Omaha, handles advertising 
and public relations. . . 

Friend of ours liked the last 
paragraph of Simon & Schuster’s 
ad for Perelman’s “Westward, 
Ha!”: “In short, once in a blue 


national advertiser or advertisir 
|agency executive writing on his 


'factures for windows, 


| No. 3139. 


| dividuals 


moon there comes a book so pat-| 


ently a work of genius, so brilliant 
in scope and thrilling in execution 
that it oozes greatness at every 
But in the meantime pub- 


sing Age, September 6, 1948 


The following documents may 
be secured without charge fro» 
companies sponsoring them or 
through ADVERTISING AGE, by any 


business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio S'.. 
Chicago 11. 


No. 3138. Illuminated Point of 
Sale Signs and Displays. 

The Ohio Advertising Display 
Co. has issued this folder, which 
illustrates and describes many of 
the illuminated displays it manu- 
backbars, 
counters and cash registers, dis- 
play racks, etc. 


How Many Families 
Read Life? 

Life has issued this booklet cov- 
ering the highlights of a study of 
family readership and _ supple- 
menting Life’s Continuing Study 


|of Magazine Audiences No. 9, 


which determined that the maga- 
zine was read by 26,000,000 in- 
in this country. The 
new report shows that 36% of all 
families in the country read Life 
each week. 


No. 3140. Farm-O-Gram. 


This booklet, the latest semi- 
annual Farm-O-Gram_ published 
by Successful Farming, reports on 
the farm market with text, graphs 
and charts showing farm income 
and savings, purchasing power, 
crops and livestock. The standing 
of farmers in the _ publication’s 
“agricultural heart” states is com- 
pared with that of farmers in other 
areas. 


No. 3141. Greater Kansas City 
Market Data. 

A day and night coverage map, 
population, homes with radios, net 
effective buying income and retail 
sales are included in this market 
data folder, issued by Station 
KCKN. 


No. 3142. 


“Pyomotion,” house organ of 
Ramon Roces, Inc., publisher of 
the Manila Evening News, con- 
tains facts and figures on items 
from cosmetics and foods to heavy 
industrial equipment exported 
from the U. S. to the Philippines 
in 1946 and 1947. It also includes 
a breakdown of the billion and a 
half dollars which have gone into 
the Philippines market since the 
Leyte landings in 1945. 


No. 3131. Your Sales Story Starts 
a Chain Reaction. 

That Kiwanians buy service 
and products completely disasso- 
ciated from their business pur 
suits is brought out in this folder 


Promotion. 


‘issued by the Kiwanis Magazin¢ 


lishers have to keep on publishing | 


books they think people will en- 
joy reading anyway. Books like 
thie one... 

Orlando F. ‘Scott, director of the 


National Detection of Deception 
| Laboratories, Chicago, told a re- 
cent session of the Industrial 


Management Society that lie de- 
tectors could be used in placement 
interviews. 

Gal recently sent us a postcard, 
to wit, “A poor but dishonest 
wench, gabby, gauche, untrained, 
a mine of misinformation and just 
a little on the moronic side, wants 


| clubs. 


which cites the Kiwanis member- 
ship’s civic work such as camps 
hospitals, youth activities and 
other projects sponsored by the 
Another folder, “Pick Two 
Leaders,” issued by the magazine, 
reports on the influence exerted 
by Kiwanis Club members in their 
communities, their purchasing 
power, and readership of the pub- 
lication. 

No. 3123. Market Report for the 

Candy Industry. 


Facts about the candy market 
and the potential which the Popu- 


‘lar Fiction Group represents in 


work in fashion publicity or pub- | 


lic relations promotion.” 

The Chernow Company, New 
York agency, is engrossed with 
plans for the first Popular Price 
Shoe Show of America, to be held 
at the Commodore Nov. 28-Dec. 


the market form the basis of this 
report, issued by Popular Publica- 
tions. Data were taken from ma- 
terial gathered through research 
in the candy field and from the 
Continuing National Audience 
Study of the Popular Fiction 
Group by Stewart, Dougall & As- 
sociates. 
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T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 
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West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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14 
urse | berg, The Brooklyn Press; E. P.| 
Hitchcock to Move ; Ad Club Co |H. James, MBS; Joseph T. jaret,| Music of Month 
, Hitchcock Publishing Co. will Lists 1948 Members ‘The Tuttle Press; Thomas W. 
move on Sept. 24 to 222 E. Wil-| The following members will! Jones, Acme Mail Service; Donald| AnSwers Better 
low Ave., Wheaton, Ill., from! serve on the advertising and sell-|S. Kelley, L. H. Philco Corp.;| 
downtown Chicago. ing course committee of the Ad-/| Charles B. Konselman, A. & M: Business Bureau 


vertising Club of New York for| Karagheusian, Inc.; Walter A. 
the 25th year of the course, ac-| Lowen, Walter A. Lowen Place-| 
cording to Horace H. Nahm, com-| ment Agency; S. Quentin Lupo, 
mittee chairman: Flowery Manicure Products Corp.; 

Wesley H. Beckwith, Royal| W. E. Mitchell, Richardson Taylor 
| Typewriter Co.; Frank H. Birch,| Globe Corp.; Donald Neimeth, 
| Criterion Advertising Co.; Arthur| Crandall-Pettee Co.; John R. 
F. Dermody, Kelly-NaSon; E. M.| Requa, Requa Mfg. Co.; Herbert L. 
Dormand Jr., Algaeloin Corp.;| Stephen, Printers’ Ink; Eugene 
| Herman Goelz Jr., Jam Handy Or-| Van Houten, Eugene Van Houten 
ganization; Fred Haberle Jr., H.| Associates, and R. F. Walker, 


Cuicaco—Music of the Month 
Club was busy defending its name 
and business methods against two 
| challengers last week as the club 
‘completed its first month of op- 
erations as a distributor of record 
albums. 

The club, which sells albums 
the way Book-of-the-Month Club 
sells books, has opened ten mar- | 


MAGIC WORDS 


That Sell by Mail 


put to work for you certain “magic 
that get maximum orders for meri- 
torious products. We are « fully recognized 
advertising agency with « staff of teed 
mall order specialists. Established 1926. 


ARTWIL COMPANY, Advertising 
26-8 West 48th St. New York 19, New York 
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|request could be studied by the 
|club’s legal counsel. 


In addition, the club replied ‘» 
several questions raised in a sto y 
in the Aug. 23 weekly report >f 
the Chicago Better Business Bii- 
reau. Berne J. Ellis, club pres - 
dent, commenting on the bureau s 
statement that he had refused °, 
name the record companies th:t 
will supply the club, asserted th:t 
this information is “a trade secr:t 


‘and should be retained as suc 


for the protection of the clubs 
franchise holders.” Because re: - 
ords are scarce, naming of the 


Plaza 7.1355 Bohack Co.; Kenneth S. Hei- 


record companies would endanger 
the club’s source of supply, he 
| said. 

Replying to the bureau’s ques- 
‘tions on what safeguards have 
| been established for protection of 
| franchise payments, Mr. Ellis said 
that the Alexander Grant Co., cer- 
tified accountants, had been re- 
tained to install and supervise the 
bookkeeping system and supervise 
‘allocation of club funds. Grant 
| confirmed this. 
| 


‘Range Sales Hit 1,444,000 


| Sales of residential gas ranges 
| reached an all-time high of 1,444,- 
000 units during the first half of 
| 1948, exceeding sales during the 
| first six months of 1947 by 283,000, 
according to the Gas Appliance 
'Manufacturers Association, New 
| Honk Total 1948 annual produc- 


Hudson River Day Line. 
|kets in Wisconsin, Illinois and 
Ohio and plans more in the Mid- 
To Royal & de Guzman west and Southwest this month 
The Wall Street Journal, New | (AA, Aug. 9). 
York, has appointed Royal & 4 The complications were: 
as | The clud was in receipt of a 
handle advertising Promotion, | ietter from Book-of-the-Month 


| previously handled by Maxon, | 

|Inc. Circulation promotion con-| Club, asking the new club to find 
‘tinues with Batten, Barton, Dur-|@ different name. Music of the 
| stine & Osborn. | Month declined comment until the 


| 
| 
| 
| 


ACCURATE COMPOSITION SERVICE, INC 


Ph HAR 9634 S Dearborn St. Chveage ine 


tion is expected to exceed the pre- 
vious peak year by about 500,000 
and reach 2,800,000 units. 


‘Hall Rejoins LeGear 

| W.L. Hall has been named vice- 

president in charge of sales of Dr. 

|LeGear Medicine Co., St. Louis. 

| He started his career as a sales- 
/man with LeGear and returns to 


| the company after nine years in 


: big-size New York newspapers 
_ for what The News costs... : 


| SERUICE e ee is the pass- 


; irae: word of The Faithorn Corporation. 

It is so ingrained in the minds of 
every one of our employees that, 
as far as the element of time is con- 
cerned, SERVICE goes with the 
job, with or without the asking. 
But, there is still more to Faithorn 
SERVICE than the delivery of the 
job. We also insist there must be 
a quality standard. To rush work 


. is not 


on 


a sacrifice of quality . . 
SERVICE at Faithorn. We (1) set 
type, (2) make engravings and 


through to meet a deadline... at | 
| 


(3) produce printing — all under 
ONE roof, with full responsi- 
bility under ONE management. 
This is what is known as Faithorn 
3-in-1 SERVICE. You can secure 
one or all just as you desire, but 
all are here— at your command. 


PRINTING 


We insist that to sacrifice quality 
for a cheap price is FALSE econ- 
omy. At the same time, we always 
endeavor to produce QUALITY 
advertising matter —at the most 
reasonable cost. This is what 
we term TRUE ECONOMY. 
That we have succeeded is best 
attested to by the large number 
of advertising agencies and suc- 
cessful institutions we are regu- 
larly serving. We will gladly show 
you the list and samples of work. 
TRY US. Phone Whitehall 2300 


FAITHORN 
CORPORATION 


AD-SETTING ENGRAVING PRINTING 
400 RUSH ST.- CHICAGO 11 -WHITEMALL 2300 


AND NIGHT SERVICE 


: 
1, Varitypins Spacer 
SAVE 50% your comet. 2. Propertionst 
house organs, 3. Cross Rule 
tion Costs on directories, ca 
lists, price office 4. Fototype 
‘ 
| 
much market 
Vara. | 


A theater manager had tried all the usual 
“Please remove your hat” slides, with negli- 
gible results. 

So he tried a new slide that read .. . 
Elderly ladies need not go to the trou- 
ble of removing their hats. 

Mavbe the ladies saw right through his psy- 

chology. But they took off their hats. 

Over and over again, we have found that 
giving a new twist to the advertising for an 
old product produces equally effective results. 


YOUNG & RUBICAM, INC. 


ADVERTISING 


New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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MacFayden Named 


W. J. MacFayden has been ap- 
pointed manager of the public re- 


lations department of the Los 
Angeles Chamber of Commerce. 
The division is responsible for 
membership enrollments and liai- 
son. 


‘Borden Names Cruger 


Edward Cruger has been ap-| 


pointed export advertising man- 
ager of Borden Co., New York, 
succeeding George Barnes. George 
Dempsey will continue as assist- 
ant to the export advertising man- 
ager. 


Lehman Rejoins Brewer 


Herbert F. Lehman, advertising 
manager of Nutrena Mills, Inc., 
division of Cargill, Inc., Minne- 
apolis, for the past two years, has 
rejoined Bruce B. Brewer & Co., 


Emerson Increases | 


Radio and Tele Prices 


Emerson Radio & Phonograph | 
Corp., New York, has enacted a' 


Advertising Age, September 6, 1948 


Tel-O-Tube Corp. 
Introduces Metal 


as account executive in its Min- 
‘neapolis office. 


STETSON HATS 


let Maxwell Place Your “High-Spots.” 


This, for example, is our Stetson Hats on 
Highway at Philadelphia City Line 
Write — THE R. MAXWELL CO., 


Lincoln 


dent, said the 
| necessitated by rising material 
' costs and recent wage boosts. 


'Appoints McKinley 

| Harold C. McKinley has been 
named director of public relations 
of the Nickel Plate Road, New 
York, Chicago & St. Louis Rail- 
road Co., Cleveland. 


a table model; Corp. of 


|Benjamin Abrams, Emerson presi- | 


RENTON, N. J. 


‘Bans Ads on City Land 


The City Council of Burlington, | 


have the Advertising | 
Insurance you need.” 


“Insurance? Sorry, old man, you've got the wrong man, 


I’m the advertising manager.” 


“Then you ARE my man. For I mean ADVERTISING 
insurance. In other words, insurance that your advertising 
will get better results. We call it Trade Mark Service... in 
the ‘yellow pages’ of telephone directories, where your trade- 


mark or brand name appears over a list of your dealers.” 


“Wait a minute, now. What has my trade-mark got to 


do with insurance?” 
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You too can obtain this insurance. Call 
your local telephone business office or see 
the latest issue of Standard Rate & Data. 


investigating. Might be a policy that would 
pay us big dividends...’ 


know that people will see it?” 


“Hmmm...Trade Mark Service...advertising 
insurance, eh? Sounds like it might be worth 


“Everything. You see, when you have Trade Mark Service, 
people influenced by your advertising will know exactly 
where to buy your products. So Trade Mark Service gives 
you insurance against lost sales... against substitution.” 


“Suppose I put my trade-mark in every directory in the 
country. Won’t that cost a fortune...and how do I 


“Well, first, the cost is surprisingly low... and you only 
need to be in the directories where you have distribution. 
And, second, the Classified is known all over as a handy 
buying guide ...9 out of 10 shoppers use it. That’s fact!” 


the tube. 


new schedule of prices, with in- | 16-In. Video Tube 


creases ranging from six to 15%, 
| effective Sept. 1. 

For example, 
radio which sold for $14.95 is 
raised to $16.95. A 10-inch table 
| model television receiver, sold at 
| $269.50, is now up to $299.50. 


New YorKk—The_ Tel-O-Tub: 
America last weel 
|} showed its new metal 16-inc! 
| television tube, which is now be- 
|ing produced at the rate of 100 a 
| day. 

Samuel Kagan, president of th« 


increases were company, which has been makin; 


'10-inch and 15-inch all-glas: 

tubes for several months, said the 
_Tel-O-Tube is the first meta 
| tube to be manufactured in quan- 
tity. Mr. Kagan formerly wa: 
associated with Allen B. DuMont 
| Laboratories. 

Most of the tube is made of 
spun chrome-steel alloy; ordinar) 
plate glass is used for the face ot 

Bottleneck of the tele- 
vision industry is the glass blank 


N. C., has banned all advertising for the cathode ray tube, made 
on city property, including signs only by a few manufacturers. 

| in the streets, banners across the 
streets and posters on power poles. 


Advantages claimed for the 
metal tube include: 

Lighter weight, about one-sixt! 
that of an all-glass tube of iden- 
tical size. 

Larger visual diameter, ap- 
proximately 144 square inches for 
the metal tube of 16 inches, com- 
pared with 115 square inches for 
the 15-inch glass tube wherein 
distortion around the rounded 
outer portion of the tube’s sur- 
faces reduces the scanning area. 

Better shielding for the removal! 
of ambient light. 

On display at the showing were 
sets manufactured by the Starrett 
Television Corp. (formerly the 
General Television Corp.) con- 
taining the metal tubes. 

Tel-O-Tube Corp. is consider- 
ing a trade advertising campaign 
for fall. 


Sponsors News Program 


Dennison Foods, Oakland, Cal., 
is sponsoring the “Newsweek 
Looks Ahead” program over 19 
stations in the western network 
of the American Broadcasting Co. 
The show is heard each Sunday 


evening. Brisacher, Van Norden 
& Staff, San Francisco, is the 
agency. 


Sheinker to Hartman 


W. Sheinker & Son, New York 
maker of Holland House cocktail- 
mixes and grenadine, has ap- 
pointed the L. H. Hartman Co., 
New York, to handle its advertis 
ing. 


Sell tne 
AMUSEMENT INDUSTRY 


with this new monthly business publicatior 
devoted expressly to management interests and 
all physical property aspects of ALI. LEAD 
ING BRANCHES OF THE AMUSEMEN 
FIPLD! 


* STAGE & SCREEN 
25,191 Theatres and Auditoriums 


edition 


* SPORTS & PASTIMES edition 
8,483 Arenas, Stadia, Pools, 
Country Clubs 


Town and 


* DINE 
1,503 


& DANCE edition 
Supper Clubs and Ballrooms 


* BOWLING & BILLIARDS 
Circulation 12,929 


edition 


MULTIPLE ENTERPRISE section 
Covers all above 
FIRST ISSUE 
DISTRIBUTED IN SEPTEMBER 


Write today for rate card and 
of Current Edition 


HARRISON TOLER COMPANY, INC. 


225 N. Michigan Ave. 16 West 36th St. 
Chicago |, New York 18, N.Y 
Tel.: FiNanecial 0639 Tel.: LOnacre 4-355° 
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* MR. BENTON refers to the 30'2 x 24'{ reproduction of 

his painting “Spring Tryout” made by Einson-Freeman 

as a gift print last Christmas. (Might even have some 
copies still. If you'd like one, just write.) While we rarely 

get art for reproduction as fine as a Thomas Benton 
painting—we reproduce all art just as faithfully... because 
effective display requires the best—and gets it here!... 


EINSON-FREEMAN CO., inc. 
Starr & Borden Aves., Long Island City, New York 
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Envoy Trading 
Formed; Names 
Grant as Agency 


New York—The formation of 
Envoy Trading Corporation was 
announced here last week—along 
with the news that Envoy will 
place advertising through Grant 
Advertising, except for alcoholic 
beverages. 

Envoy is an exporting company, 
headed by James D. Henry, presi- 
dent; Ross Young, vice-president 
in charge of sales, and Charles 
Celaya, vice-president. Its head- 
quarters will be 660 Madison Ave., 
New York. 

Mr. Henry was a vice-president 


of Capital Airlines from 1940 to) 


1947, with time out for service as 
a colonel with the air force. Mr. 
Young has most recently been 
general sales manager of Ronrico 
Corp.; he previously was an air 
force colonel and an import ex- 
ecutive with McKesson & Rob- 


Nation for SIX 
Consecutive Years 


For six consecutive years the 
Chicago Daily News has car- 
ried more total grocery adver- 
tising than any other news- 
paper in the U. S. A.—morn- 
ing, evening or Sunday. 

The Daily News is a rarity 
-among rarities. It is a two- 
‘audience newspaper for gro- 
/cery advertisers. It is a both- 
sides-of-the counter advertis- 
ing medium. 

On the store side of the count- 
er the advertising columns of 
the Daily News are must read- 
ing for the grocery retailer. 
These columns report to him 
what his competitors are doing 
—what manufacturers are 
promoting. Essential news for 
the alert grocery merchant! 
On the consumer side of the 
counter are Chicago's most 
IMPORTANT million family 
members and housewife buy- 
ers for the family needs. For 
years these women have been 
doing their grocery shopping 
through the advertising col- 
umns of the Daily News. A 
time-saving, labor-saving hab- 
it for the wives and mothers 
who need to save time and 
labor! 

‘Thus the Chicago Daily News 
— this unique two-audience 
medium for grocery sales 
‘stimulation — pays and pays 
and pays the advertiser with 
the double attention he re- 
ceives for what he has to say! 


CHICAGO 
DAILY 
NEWS 


JOHN 5S. KNIGHT 
Publisher 


bins. Mr. Celaya was traveling 
inspector in Latin America for 


the National City Bank of New| 


York for 13 years, was assistant 
manager in Rio de Janeiro and 
Mexico City, and most recently 
was in charge of Ronrico Corp.’s 
export division. 


Two Appoint Stahl 


Charm Cottage Shops, Inc., Dav- 
enport, Ia., and Margaret Stu- 
dios, Inc., Antigo, Wis., have ap- 
pointed H. M. Stahl Agency, 


| Rock Island, IL, to handle their 
advertising. The agency also has 
| been granted full recognition 
from the Associated Business Pa- 
pers. 


‘BH&G’ Boosts Ad Rates 
Effective with the March, 1949, 
issue, Better Homes & Gardens, 
Des Moines, will increase its ad- 
vertising rates. The new rate for 
a black-and-white page will be 
$8,900, up from $8,450, while the 
four-color page rate will be 
$12,225 against the current $11,- 


600. The new rates have been 
based on an average net paid cir- 
culation of 3,100,000, an increase 
of 175,000 over the present rate 
base of 2,925,000. 


Henderson Promoted 


George F. Henderson has been 
appointed manager of the Mon- 
treal branch of Jardine & Young, 
Ltd., publisher of Canadian Un- 
derwriter, Business Management 
and Hotel & Restaurant. He has 


Advertising Age, September 6, 1948 


Mittendorf Takes Leave 


Chet Mittendorf, in charge of 
sales of Station KFWB, Los An- 
geles, is taking a year’s leave of 
absence to become manager of 
the NBC show “Breakfast in 
Hollywood.” He is one of the 
owners of the show. 


Names Sawyer-Ferguson 


Sawyer-Ferguson-Walker Co. 
has been appointed national rep- 


been advertising manager of Busi-| resentative of the Register-Guard, 


ness Management. 


Eugene, Ore., effective Oct. 1. 
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@ Household has a bright 


@ Lots more 4-color ads— 


@ More readers—circulation 


@ Editorial pages—“Idea- 


and speaking of 
Sales Appeal... 


new format! 


over 40% more advertis- 
ing revenue! 


over 2,000,000! 
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Food Editors 
Hold Waldorf 
Meeting Sept. 27 


Cuicaco —A record attendance 
by representatives of more than 
100 newspapers throughout the 
country is expected at the News- 
paper Food Editors’ conference at 
the Waldorf hotel in New York, 
Sept. 27. 


The conference, sponsored by 


| the American Newspaper Repre- 
| sentatives Association, will fea- 
ture addresses by food experts, 
| including Marjorie Child Husted, 
who takes the name of Betty 
Crocker for General Mills. Allen 
|B. Sikes of the Bureau of Adver- 
tising will discuss some findings 
of the bureau’s Continuing Study 
of Newspaper Reading as it ap- 
plies to the food industries. 

_ Food editors of the New York 
newspapers will greet visiting edi- 
tors at an informal reception Sept. 


26 at the home of Edity Barber, 
food editor of the New York Sun. 


Ad Club Elects Ross 


T. J. Ross, senior partner 
Ivy Lee & T. J. Ross, New York, 
public relations counsel, has been 
elected a director of the Advertis- 


ing Club of New York to complete | 
the unexpired term of Frank M. | 


Head, vice-president and general 
manager of the United Cigar- 
Whelan Store Corp. Mr. Head 
has been elected vice-president of 


in | 


the Advertising Club of New 


York. 


Publishes ‘Shades’ 


The Window Shade Institute, 
New York, has published the first 
issue of “Shades,” a promotional 
and merchandising booklet which 
will have spring and fall issues 
each year. About 50,000 copies of 
| the 10% x 14-inch two-color book- 
let have been mailed to depart- 
ment and specialty store buyers. 
J . Walter Thompson Co., Chicago, 
lis the agency. 


Nothing surprising about that! 
Just look at the Household MARKET, small cities and towns. They 
contain more than half of America’s retail outlets—and they now have the 


greatest buying power in history! 
Look at Household READERS, more than 2,000,000 families. They’re 
the bigger families, with bigger wants—and over 70% are home-owners! 
Look at Household SELLING—with Idea-Planned editorial pages. 
They back up Household advertisers with more than 250 “‘buy-ideas” 


per issue! 


Best of all, you can hire this supersalesman at the /owest cost per page 
per thousand —$2.25 for black and white, $3.00 for four colors. Try it. 
Let your own sales show you that “Success is a Household word!” 


-Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action sor small cities and 


| 


| Figures From Sales Man- 
agement 1948 Survey of 
Buying Power. 


| 
YOUR BEST 
MARKET 
| IN 
SOUTH CAROLINA 


| In Greenville County, first 
| in Sales and Income in South 
Carolina, your advertisement 
| in the Greenville newspapers 
_ gets complete coverage. 

| 


In this one county alone 
there are 

| 155,000 people; and the ef- 
| fective buying income per 
family is $4,290. It is a 
county rich in industry and 


| agriculture. 

| 

In addition, you reach 
through these newspapers 


| the prosperous Piedmont 
| South Carolina industrial 
| market in eight adjacent 
| 


Total Combined 


Circulation is 


84,914 


Copies Daily 


Greenville News 


GREENVILLE PIEDMONT 
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Represented Nationally by WARD-GRIFFITH COMPANY. 


New World Wide 
to Publish Maps, 


Cotton ‘Who's Who’ 


New OrLEANS— World Wide} 


Publishing Service, a new com-| 
pany, soon will publish the first 
in a series of unique “economic 
commodity maps,” presenting di-| 
verse information on many indus- | 
tries. 

The first will be a ten-color map | 
of the world, giving comprehen-| 
sive data on the cotton industry | 
from the growing of cotton to its | 
manufacture and distribution. In-| 
cluded will be locations of cotton 
growing areas, manufacturing 
areas and cotton compress and 
warehouse centers, countries with | 
cotton oil mills, leading cotton oar 
changes and associations, and spe- | 
cial events. The map will be lami- 
nated and washable. 

Following publication of 
map, a four-volume “Who’s Who) 
in the Cotton Industry” will be) 
published—first of its kind in the, 
industry, the company says. Vol-| 
ume one will cover history and 
background of large growers; 
volume two will discuss ginners, | 
compress and warehouse opera-| 
tors; volume three will discuss cot- 
ton brokers, buyers, shippers and 


FREE BOOKLET 
Shows you how 


PAVELLE 
COLOR PRINTS 


Will Add Sparkling, 
Dynamic To Your 


Sales Kits 


Sa les Presentations 


Visual Material 


at a cost as low as 14¢ per 
print in quantities of 1000 


PAVELLE COLOR INCORPORATED 
533-0 West S7th Street 
New York 18, N. ¥. 


associations, and volume four will; manager of the Cotton Trade H ufm 
be a history of textile mills, sell-| Journal and before that a senior Appoints Ka = 


Advert 
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will teach an “editing and pub- Balti 
lishing” workshop course at the 


ing agents, banks and other fac-| partner in Bell & Goodspeed, Chi-| ,, ¢lipse Sleep Products, Inc.,| evening and extension division of j 

tors serving the trade. cago agency, is president of World| ae i and beddings, | the City College of New York this Buyi 

World Wide will follow these) Wide. P. J. De Lesseps of New| J. Kaufman fall. Representatives from pub- TV 

with many types of | Orleans is vice-president d lishing houses, production manag- 

ae : ; oe -| dle its advertising. Nightly tele-| ers and book designers will b BALTI 

periodicals, including books, cata-|T. Manget Jr., Manget Brothers! casts in major eastern seaboard | guest lecturers 7 . levisi 

logs, directories and special indus-| Company, here, is treasurer. cities, color pages in magazines, | — 

try surveys. The company also | pumnegnaninnanitiniai | and trade publications will be which \ 

‘will be a publishers’ representa-| Names Robert Acomb ‘Market Research Moves on set ¢ 

its accounts is| Robert Acomb, Inc | at 600 Mads 

ne., former ocated at adi- b 

enero — of American, has been named to handle the ad- | Offers Editing Course 'son Ave., New York, has moved re at 

actu . | vertising of the Pontiac Dealers of| David Klein, college editor for | its office to 21 Central Ave., New- Eight 
Edgar J. Bell, former general! Greater Cincinnati. |Dryden Press, Inc., New York,/| ark, N. J. 


time for the 


THE 
THE SP 


THE IRON AGE + HARDWARE AGE + DEPARTMENT STORE ECONOMIST *« BOOT AND SHOE RECORDER + MOTOR AGE 
COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE IN ACTION 
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. to begin marketing their sets in; B. Cochran, program director of;clusive Northwestern grid tele- 
Baltimoreans (this city within a few weeks., WMAR-TV (the Sunpapers) and/casts from Dyche Stadium in 
. When the first Baltimore tele-| WAAM, which will begin telecast-|Evanston. A pre-game telecast 
Buying 3,000 vision station went on the air in| ing soon. be before 
October, there were 1,600 sets in| mame est under the sponsorship of R. 

TV Sets Monthly use, most of which had _ been} Cooper Jr., General Electric dis- 


BALTIMORE—The newly formed bought in Washington and Phila- Will Televise Football tributor. 


television circulation committee,| delphia, the committee said. Now,|_ American Tobacco Co., New 

which will make regular surveys| as of Aug. 30, there are an esti- | York, for Lucky Strike, will spon- Form Hartford Agency ; 

on set ownership in the Baltimore | mated 18,530 receivers in metro- Semiene eight-game schedule of col-| Richard Roepe and George Rei- 
legiate football over WGN-TV, | sen have formed a new advertis- 

area, repor ; Pp ) ; Chicago. The schedule will in-| ing agency to be known as the 

by 30 manufacturers are selling The committee includes Harold) ojyde exclusive television cov-| Guild Advertising Co., with of- 

here at the rate of 3,000 monthly. P. See, director of television for| erage of four Illinois games from | fices at 119 Ann St., Hartford, 

Eight other firms are expected! WBAL-TV (Hearst), and Robert;Champaign-Urbana plus four ex- | Conn. 


hiding his light 
under bushel! 


Businessmen are too reticent! That's one reason why the critics of 
our American system of enterprise keep sniping at business. ‘‘Big’’ 
business is, of course, the chief target. But anyone who has the spunk 
and initiative to go into business for himself—and create a few jobs, 
or many, in the process—is fair game for the ‘‘share-the-wealth” 
sharpshooters. 


The welfare of the country demands that businessmen fight back. 
They have at their command the most powerful weapon of all— 
facts: evidence of what their investment of money, brains, and hard 
work means in the form of high level of employment. . . in more and 
more job opportunities for men and women. 


Businessmen, by hiding their light under a bushel, can do this 
country a disservice. There was a time when Horatio Alger told 
their story for them and fired the imagination of the young with tales 
of the hard-working heroes of the world of business. Today, it's up 
to businessmen to tell their own stories . . . to refute with facts the 
slander of those who beat the drum for foreign ideologies. 


We, at Chilton, believe that, lacking a moder Horatio Alger, 
businessmen should use the lessons of their own successes to point 
out the merits of the American system of enterprise and show the un- 
informed and unthinking how the contributions of businessmen to 
our progress promotes the welfare of all. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. . 100 East 42nd Street 
Philadelphia 39, Pa. New York 17, N.Y. 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY « THE JEWELERS’ CIRCULAR-KEYSTONE « AUTOMOTIVE INDUSTRIES 
THE SPECTATOR PROPERTY INSURANCE REVIEW « DISTRIBUTION AGE 


CREATIVE 
MEN 


work faster, better... 


A 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable book by 
James W. Young, Senior Consultant 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one 
of the highest paid men in the agen 

business, for developing ideas that sell. 
Acclaimed as the biggest little book 
ever written for advertising men, now 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 90c 
each in quantities of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who 
is broadening his horizons in the ad- 
vertising business. As Victor 0. 
Schwab says, “a book about business 
which emits flash after flash of pene- 


trating insight ... day by day guid- 
ance . . . pithy case-history experi- 
ences . .. usable suggestions.” .. . 


In all, 578 diary entries made during 
trying times, any one of which may 
suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. $2.70 each in quantities of 
10 more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of 
McGraw-Hill? Here is the whole in- 
spiring and useful story, in the words 
of the late James H. McGraw, Sr., 
with an introduction by G. D. Crain, 
Jr.. publisher of Industrial Marketing, 
Advertising Age, etc. A basic book in 
the library of every man who writes, 
edits, sells, or promotes in the busil- 
ness or industrial flelds. $1.00 on 
10-day money-back guarantee. 90c each 
in quantities of 10 or more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickly, (2) developing a _ uni- 
formly good performance pattern, (8) 
making each man pay off in higher 
average An easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. $1.80 
each in quantities of 10 or more, 


Order any or all of 
these books on 


10-DAY MONEY-BACK 
GUARANTEE 


The above books have been carefully 
selected for their value to advertising 
and marketing men, and thousands 
have been sold. So see for yourself— 
just send us your check to cover the 
cost of the volumes you select. .. . 
Read and examine them for 10 days, 
and if not delighted, simply return for 
money back. 


ADVERTISING 
PUBLICATIONS, INC. 


102 E. Ohio St. Chicago 11, Ill. 
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and facts, sift ‘em out for use . 


(Aon unman 


The nation's foremost office overload service 


Over-Competition, Airlines 
Wail; Under-, Say Opponents 
WASHINGTON — The financial 
tribulations of scheduled airlines 
are providing a fresh publicity 
opportunity for steamship lines 
and railroads which have chafed 
for years under a Civil Aeronau- 
tics Board order barring surface 
carriers from airline operation. 
With CAB urging airlines to 
agree on another 10% fare boost 
to stave off mounting deficits, 
alert members of the sea-air com- 
mittee are charging that bad 
financing, inefficiency and waste 
by airlines thrived because air- 
line officials were insulated by 
CAB regulations against competi- 
tion from experienced transpor- 
tation executives. On the other 
hand, airlines contend that CAB 
has fostered too much competition 
in their industry. Up in arms 
over a CAB proposal which would 
certify six new firms as freight 
carriers, the scheduled airlines 
moan, “If we are losing money in 
a period of near record business, 
what’s going to happen in the 


event of a recession in the not-| 


too-distant future?” 


The House small business sub- 


committee investigating ‘“monopo- | 


When 
poker's done... 
when the 
hour is as Gs 


early as it is late... 
when she calls her 


QUESTIONNAIRE 
(ME 


down 


the 
stairs 


Mister! that’s 


YOUR 
WORRY! 


But your 

OFFICE 

QUESTIONNAIRE, your 
OVERIoads, peaks, 


in TABULATING 
in TRANSCRIBING 


THOSE are 
Our Worries! 
When there’s a voluminous customer 


QUESTIONNAIRE in your office that’s 
loaded to its edges with priceless facts | 


and opinions and guidance... .. 

nee when it sits tight and speechless 
and won't divulge a fact . . . when it’s 
fat with the story that would make an 


advertising campaign memorable .. . . 


Call us .. call WORKMAN ... and 
we'll dig out the directional opinions 
. with 
punched card tabulating . . . . and give 
you fast, and completely, every useful, 
usable conclusion . . . if you'd 


WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office lecatiens: 

New York City © Les Angeles 
Minneapolis Seattle 


By STANLEY E. COHEN, Washington Editor. 


| listic practices” has hit the road 

for hearings in a dozen large cities 
during the next two months. Many 
| kinds of alleged trade restraints 
have come to the committee’s at- 
tention. One of them, important 
in the clothing, furniture and gift- 
ware trades, involves the conduct 
|of the salesman’s “markets.” The 
committee has been told that 
many of these markets are “closed 
corporations” unwilling to admit 
newcomers. 

* 


The Capehart committee study- 


| freight absorption, critics charged 
| over-representation for industrial- | 


ing the Supreme Court decision in| 


= | the cement case was under fire| finance and House ways 
| last week for “bias” in favor of| means committees are both re-| ming patterns perform importan: 


and 
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was told that present program- 


the basing point price system. An-| ported to be studying a plan re-| missionary work toward improv- 
alyzing the make-up of the 40-/| moving exemptions from co-ops) ing the listening taste of the na- 
man advisory committee set up to| which buy or sell for non-mem-| tion. Dr. Lyman Bryson, counsel- 


recommend a policy on national | 


delivered prices and systematic | 


ists who benefit from the basing | 
point. Senator Capehart issued a) 
statement pointing out that final) 
recommendations this February 
will rest on independent studies | 
and public hearings, in addition to 
proposals of the advisory com-| 
mittee. 

National offices of the co-ops 
are jittery over the possibility of 
punitive legislation in the next| 
Congress reducing or completely | 
eliminating tax exemptions which | 
have contributed to the spread of) 
the co-op movement. 


bers. 

FTC is cracking down on “ret- 
roactive quantity discount plans” 
where discounts are based on pur- 
chases over a period of time, 
rather than on single transactions. 


|The commission warns that dis- 


counts may be defended only by 


showing that different prices make | 


“only due allowance for differ- 
ences in the cost of manufacture, 
sale or delivery resulting from 
different methods or quantities in 
which the products are sold or de- 
livered.” 
* * 

A radio “workshop” sponsored 

by Station WTOP, CBS and the 


The Senate | District of Columbia public schools 


lor on public affairs for CBS, ap- 
plauded the formula of mixing 
mass appeal shows with those fea- 
turing good music, drama and dis- 
cussions. “If all programs were 
pitched on a high intellectual 
plane, a number of persons would 
never turn on their radios,” he 
said. 
* * 

Commerce Department has just 
released a basic source book con- 
taining more than 2,500 statistical 
series measuring fundamentals of 
the American economy. Available 
for $1 from the Government 
Printing Office, “The 1947 Statis- 
tical Supplement to the Survey of 
Current Business” covers national 
income, production, prices, em- 


dollar.”’ 


Do they ? 


are the facts. 


ING 


YOU WOULDN'T THINK men ever buy anything the 
way a lot of people talk. With that special certainty 
that comes from quoting the traditional, they’ll tell 
you, ‘“‘Women spend 85 cents out of every American 


Not when it comes to automobiles. Granted that 
automobiles are what’s called ‘‘A high interest 
product for males’’— even so, how high? Here 


Just 1 wife out of 20 made the last car purchase 
by herself. Just 1 wife out of 30 decided on the 
make of that car by herself. 


Who says so? The wives themselves! And their 
husbands, too. The agreement between husbands 
and wives on this controversial issue is so aston- 
ishing that maybe you’d like to see the actual 
figures. So here they are — from a cool scientific 
survey conducted by A. S. Bennett Associates, with 
the tabulating of over 2,750 completed question- 
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ployment, finance and commodity 
data for 1941 through 1946. 


* * ” 
Leading executives from iron 
and steel consuming industries 


will meet with Commerce Secre- 
tary Charles Sawyer next week to 
revive another of the war- 
spawned activities—the scrap 
metal drive. The invitations were 
issued by Secretary Sawyer after 
reports showed a shortage of scrap 
threatening to force iron and steel 
output below capacity. Though 
intensified efforts are under way 
to bring scrap from Europe, the 
scrap drive here will be confined 
to industry, farms and auto 
wreckers, and will not extend to 
household items. 


Buys Burson Knitting 
Kendall Co., Boston, has pur- 

chased the Burson Knitting Co., 

Rockford, Ill., manufacturer of 


elastic stockings. The Bauer and | 
Black division of Kendall will op- | 
erate Burson Knitting. Ralph S. | 
Williams will remain as president 


of Burson. 


CBS Names Edwards 


Wilbur Edwards has been ap- 
pointed assistant general manager 
of WEEI, Columbia-owned Bos- 
ton outlet. He has been with CBS 
since 1945 as western sales man- 
ager in the Chicago office of Radio 
Sales, station representative divi- 
sion of the network. Gordon 
Hayes, previously assistant to Mr. 


Edwards in Chicago, will take 
over his position with Radio 
Sales. 


Alcorn Named A.M. 


Douglas H. Alcorn, advertising 
representative of Canadian Sta- 
tioner, published by Maclean- 
Hunter Publishing Co., Toronto, 
has been named advertising man- 


ager of the publication. 


Eight Join AFA 


The _ following organizations 
have joined the Advertising Fed- 
eration of America, New York: 
Cluett, Peabody & Co.; Federal 
Advertising Agency; Roy S. Dur- 
stine, Inc.; Fawcett Publications; 
J. M. Mathes, Inc.; Story, Brooks 
& Finley; Warwick & Legler, all 
of New York, and the Topflight 
Tape Co., York, Pa. 


Federal Names Rogers 


H. J. Rogers, formerly an ac-| 
count executive in the San Fran- 
cisco office of Ruthrauff & Ryan, 
has been named advertising direc- 
tor of Federal Stores, San Fran- 
cisco, division of Spiegel, Inc. 


To Allen & Clenaghen 


Gene Biggs, formerly in the de- 
partment of the White House, San 
Francisco, has joined the art staff 
of Allen & Clenaghen Advertising, 
Portland, Ore. 


Harvester Tops 
ARF Tabloid Study 
in Men's Reading 


New YorK—A 120-line Har- 
vester cigar ad topped the list of 
national ads best read by men 
and placed second on the women’s 
list in the Advertising Research 
Foundation’s report on its exami- 
nation of the June 30 issue of 


the Washington Daily News, first 


tabloid surveyed in the Continu- 
ing Study of Newspaper Reading. 

Tops among women readers in 
that issue was a 444-line institu- 
tional ad for the American Meat 
Institute, which attracted 25% of 
the women. Men gave it third 
place on their list at 19%. 

One national and five local ads 
in the survey issue of the Wash- 


| ington paper attracted high enough 


“Who made the most recent automobile purchase?’ 


Husband Both Wife 
Alone Together Alone Other 
Female Answer 72.4% | 20.6% 4.5% 2.5% 
Male Answer 72.6% | 19.9% 4.8% 2.7% 


"Whe originally decided on the make of the car?’’ 


Husband Both Wife 
Alone Together Alone Other 
Female Answer 64.4% | 29.1% 3.6% 2.9% 
Male Answer 64.9% | 29.2% 3.0% 2.9% 


THE MORAL, BRIEFLY, IS THIS: If you’re selling automobiles, 
you ought to advertise them to men. That means in TRUE, 
bought by over a million and a quarter men each month. 
Men with plenty of money for cars, too — more than 3 out of 4 
own them already. And almost half of these men are in the 


market right now for new cars. 


We've already got the facts on 65 different products. If you’d 
like to know what we know about your product, write or call 
TRUE, the Man’s Magazine, 67 West 44th St., New York 18, N. Y. 


THE MAN'S MAGAZINE 


67 West 44th Street ° New York 18, N. Y. 


*largest selling man’s magazine 


in America! 


percentage scores to rank among 
the ten best-read ads measured 
to date in their respective cate- 
gories. The men’s score of 56% 
for reading any department store 
advertising in the paper gave them 
a three-way tie for eighth place 
for all studies to date. 


Leads ‘All-Study’ List 


The Harvester ad garnered a 
men’s index rating of 208, giving 
it first place on the “all-study” 
list of top tobacco products ads, 
based on an index which takes 
into consideration the size of an 
ad as well as its percentage score. 
A 100-line Jergen’s Lotion adver- 
tisement received a women’s in- 
dex rating of 130, giving the ad 
fourth place on the all-study in- 
dex list of toilet requisites ad- 
vertisements. 

Second on the men’s list at 24% 
and third on the women’s at 19% 
was a 600-line Pontiac automo- 
bile ad. 


SUPPLYN 


Delivers Most 
Buying Power 


-SUPPLYN 


Volume of Advertising 
to Dealers 
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* ABC Statements. Micro-rec- © Nation-wide Newsstand Dis- 
ords and Correspondence’ tribution! 


Want more information? Write or call: 


PUBLISHERS 


Phoat 


Wine 9-3773 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 
We do the complete job of: 
© Daily List Maintenance! 
© Subscription Sales Promo- © Addressing and Complete 
toa! Fulfiliment Service! 


“ty RELAX 


FORGET ABOUT YOUR 
CIRCULATION 


Stop fretting about snarled up circu- 
lation problems. Do as many other 
publishers of paid and controlled pub- 
lications have done . . . turn your 
complete circulation problem over to 
us...and watch the immediate 
improvement. 


© Regular Renewal Follow-up! 


W. Newspaper 
Union's Syndicate 
Division to Move 


FRANKFORT, Ky.—Western 


vision soon will be moved here 
for servicing of non-metropolitan 
newspapers, although only a few 
key personnel will be transferred 


H. Perry, WNU president. 


| The move is scheduled to follow | 


'the recent purchase of the land 
|and buildings of the May-Bilt 
| Co., although the latter firm will 
continue to use several of the 
buildings for its own business. 
Principal objective of the 


from Chicago, according to John! 


switch is to get business and edi- | 


torial functions into a non-metro- 
politan market, and to recruit edi- 
| torial and printing employes from 


| the smaller newspaper field. 


| 


General Foods Promotes 
Four Executives 


| Paul McGowan, former south- 
western regional sales manager of 
the General Foods Sales division 
of General Foods Corp., New 


York, has been appointed assist-| 
Newspaper Union's syndicate di-| PP 


ant general manager of the com- 
pany. Mr. McGowan joined the 
company as a retail salesman in 
1930. He will be succeeded in his 
previous post by Richard E. El- 
dridge, former district manager in 
Pittsburgh. 

J. W. Schmalz, former district 
sales manager in New York, has 
been named to a newly created 
post of regional administrator. 
Herb Frank, assistant to the gen- 
eral manager, succeeds Mr. El- 
dridge. 


Evans Joins ‘Esquire’ 

Morris Evans, formerly on the 
sales staff of True, New York, has 
joined the New York sales staff of 
Esquire. 


When there’s a choice 


.«. you choose the best 


We don’t know what brand of apples 


is the favorite or whether California or Florida 


oranges are the best, but most advertisers who 


can use any Chicago radio station, use WGN. 


Of all the non-network business 


on Chicago’s network affiliates, nearly twice 


as much is placed on WGN as on its nearest 


competitor. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50.000 Watts 
720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street. New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 


7978 Wilshire Bivd.. Los Angeles 5 « 235 Montgomery St.. San Francisco 4 


710 Lewis Bidg., 333 SW Oak St.. Portiand 4 
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Australia Seeks 
Added Newsprint 
Through Imports 


| Lonpon—The London Board of 


| Trade has approved one plan and 
|is considering another which 
| would provide Australia with an 
| additional 16,000 tons of news. 
|print to relieve that country’s 
| shortage. 
| Eric Kennedy, chief executive 
officer of Associated Newspapers, 
Sydney, Australia, has flown here 
|to make final arrangements for 
| putting both plans in effect, if 
| feasible. 

Under the approved plan, the 
|board offers to supply mills in 
Britain with enough Scandinavian 
| pulp to manufacture 10,000 tons of 
newsprint for shipment to Aus- 
tralia. The board and Australian 
| interests have agreed to see that 
| the plan in no way interferes with 
_the supply of newsprint to news- 
papers in Britain. 

The second plan would provide 
for canceling planned purchases 
of Newfoundland newsprint and 
using the funds instead for pur- 
chase of Newfoundland pulp logs 
and sulphite pulp, which would be 
shipped to Britain’s mills for 
manufacture into newsprint. This 
would produce 6,000 tons of news- 
print, bringing the total for both 
plans to 16,000 tons. 
| There is understood to be a pos- 
| sibility that Australia and Russia 
may reach a barter arrangement, 
with Australian wool being ex- 
changed for Russian newsprint 
and paper, timber and fish. Rus- 
sian imports would probably be 
ordered by individual Australian 
companies. 


Wagner Names Swenson 


Lowell H. Swenson, formerly 
executive vice-president of the 
National Aeronautic Association, 
has been named general sales 
manager of the Wagner Mfg. Co., 
Cedar Falls, Ia., manufacturer of 
overhead garage doors, hardware 
and elevator equipment. 


‘Kaleidoscope’ Names 2 


Sheila Terry, formerly in fash- 
ion publicity work in New York 
and Chicago, has been named to 
direct the advertising office in St. 
| Louis for Kaleidoscope, New York. 
Wilbur L. Menne, formerly Pa- 
cific Coast manager of American, 
will be in charge of the maga- 
| zine’s new Los Angeles office. 


$7,000,000 
IN PISTON RINGS 


Of the billion and a half dollars spent 
by Motor-Freight Carriers last year 
$7,000,000 went for piston rings 
How much of this business did you 
| get? If you'd like to get more, adver- 
| tise your wares in TRANSPORT 
| TOPICS, the publication nine out of 
| 


every ten For-Hire Truckers read and 
prefer. 16,000 paid copies weekly;— 
45,000 third-Monday distribution. 


‘Gransport Topics 


The National Weekly of the Motor-Freight Corrier: 


Washington 6, D.C. 
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Magazine than any other 


als 


What's the “5th Cover’? It’s the Sunday newspaper that distributes THIS WEEK Magazine. Look at 
this distinguished list, and you'll know why “the 5th Cover makes a difference” to TWM’s advertisers. 


ou ‘The Atlanta Journal The Dallas Morning News ‘The Milwaukee Journal Rochester Democrat 

ll ‘og The Baltimore Sunday Sun Des Moines Sunday Minneapolis Sunday & Chronicle 

ré The Birmingham News Register _ Tribune St. Louis Globe-Democrat 

nd ¥ The Detroit News New York Herald Tribune San Francisco Chronicle 

— : : The Indianapolis Star The Philadelphia Sunday The Spokane 
The Chicago Daily News Los Angeles Times Bulletin Spokesman-Review 
The Cincinnati Enquirer The Memphis ’ The Pittsburgh Press The Washington 
Cleveland Plain Dealer Commercial Appeal Portland Oregon Journal Sunday Star 


_*Week End Edition 
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Publication Study Out 
Metropolitan Life Insurance Co., 
New York, has issued a booklet, 
“Contents of 399 Employe Maga- 
zines,” 
politan group - insured companies 
improve their house organs for 
better employe relations. The 
booklet covers editorial messages 
from executives, release of finan- 
cial information about the com- 


designed to help Metro-| 


pany, health and safety promo- 
tion, the woman’s page and meth- 
ods of checking reader interest. 


New ‘Retailer’ Rates 
Automotive Retailer is increas- 

ing its advertising rates, effective 

with the September issue. New 


black-and-white rates range from | 


$35 for a one-eighth page to $225 
la page. 


BOOT AND SHOE RECORDER 
1S THE 


SPECIALIZED susiness paper 
ror 


SHOE RETAILING, with a dollar volume of 2' billions 
annually is a highly specialized operation. For 66 years 
BOOT AND SHOE RECORDER has been recognized as the 
specialized paper in this profitable industry. Read twice 
monthly by 20,005* PROFESSIONAL SHOE MEN, Retailers, 
Wholesalers, Manufacturers of Shoes and by Executives of 
the Tanning and Allied Industries, it has come to be known 
as the “NATIONAL VOICE OF THE TRADE.” 


Proof of its readership is 


evidenced in its surprising re- 


newal percentage of 79.69%. Proof of its advertising force 


can be found in the fact that, 


for 6 months ending June 30, 


81.5% of its advertisers renewed their commitments — 30 
new advertisers joined their ranks. 


*A BC. NET PAID 


Numerous agency 
| dents have been known to remain 
on friendly terms with their for- 
mer employers after leaving to 


establish their own agencies. But | president in charge of the Havana Vertisers. 


'when Antonio 
| Patino, head of 
|'Publicidad Pa- 
tino, S. A., Ha- 
| Vana, resigned 
| the post of vice- 
president of 
Grant Advertis- 
in Havana to 
open his own 
|agency, he took 
/Grant along as 
|his first client. 

This year Mr. 


Antonio Patino 


Patino will celebrate his silver an- | 


/niversary in the advertising busi- 


jams This dark, serious Cuban 
was born in Havana March 31, 
'1900. His first taste of adver- 


| tising was in 1916, when he ap- 
plied for a job as commercial ar- 
| tist in Agencia Vadia, then the 
|largest agency in Havana. His 
| youth and inexperience were 
/against him and young Antonio 
started a magazine with a couple 
of friends. 

This project was short-lived be- 
cause of lack of funds and Mr. 
Patino found himself working in 
a bank. In 1921 Antonio re- 
turned to the work of his choice 
and joined Monroe & Co., which 
was devoted to novelties and ad- 
|vertising in the telephone guide. 

There was an American adver- 
tising agency in Havana at that 
|time managed by Harold Yale 
Rose, now export manager of 
Eagle Pencil Co., New York. Mr. 
Rose encouraged Mr. Monroe to 
expand his company into an 
“agency. With Antonio Patino 
|writing copy, the Monroe agency 
|grew steadily and ten years later 
|bought the Rose Agency. Harold 
| Rose returned to the States. 

By this time Mr. Patino was 
writing copy for Cuban advertis- 
| ing of General Electric, Coca- 
|Cola, United Fruit, General Mo- 
|tors, Kodak, Westinghouse, Gil- 
‘lette, Mennen, Heinz and’ other 
| top American companies. 


vice-presi- | 


| You Ought to Know . 


Antonio Patino 


In 1943 Grant Advertising 
‘bought the Monroe agency and 
Mr. Patino joined Grant. After 
'a year he was elevated to vice- 


| office and reorganized the agency’s 
Caracas office. 
When Mr. Patino left Grant 


| several years ago to form his own 


|agency his first client was his for- | 


|mer employer, who retained him 
| to write copy. Today his agency 
|is a fast growing organization 
which recently handled the ad- 
|vertising campaign of the newly 
elected Cuban president, 
| Carlos Prio, a young man in the 
middle thirties with only two 
/years of political experience. 

“The Carlos Prio presidential 
campaign was tough because of 
heavy competition and an earlier 
start by the other party,” Mr. 


Patino explained. “At first the 
odds were rather against Dr. 
Prio. The selling points of Dr. 


| Nunez Portuonodo, his opponent, 
/were keyed on the existence of a 
black market during the Grau 
government. Since Dr. Prio is a 
member of Grau’s party, Nunez 


Portuonodo backers put a lot of} 


emphasis on the black market as 
a weapon against Dr. Prio.” 

“Emotional copy as used in the 
|Prio campaign was seldom seen 
in the other fellow’s,” Mr. Patino 
said. “One series of ads showed 
Dr. Prio shaking hands with 
school boys, farmers and laborers. 
These ads were titled ‘Contigo, 
|Carlos, (With You, Charles).’ 

“Other ads showed a woman 
kneeling before an image of 
Christ praying, ‘Please Lord, give 
us a good president,’ and signed 
by a feminine committee sponsor- 
ing Prio for president.” 


“As a matter of fact,” Mr. Pa-| 


tino confessed, “the ads of Dr. 
Nunez Portuonodo were techni- 
cally better than ours, but they 
lacked the emotional spark which 
the men behind the Prio campaign 
were able to create.” 

Publicidad Patino expects its 
1948 billings to reach $250,000, a 
figure which Mr. Patino admits is 
very small in America, but quite 


... that there are over 7,000 islands 
comprising the Philippine archipel- 


ago. 
It’s no secret 


problems. 


million. 


tively covered 


group of Pacific islands is the only 
market in the Orient open to unre- 
stricted trade with the U.S. No duty 
imposed on goods of American 
manufacture. No currency exchange 


Many U. S. Advertisers know 


that the Philippine market is effec- 


Roces Publications, with a combined 
United States Offices—270 Park Avenue, New York 17, N. Y. 


Albert C. Capotosto Tel.: MUrray Hill 8-4777 


Ramow Roces Pusucations 


Nowadays even first know... 


readership of over 2,000,000. Each 
publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a 
specific job. Together they provide 
island-wide coverage, influencing 
the buying habits of brand conscious 
Filipinos. They already prefer goods 
of American manufacture. Write for 
further information. 


either that this rich 


And so, last year, Philippine im- 7 
ports from the U.S. exceeded $427 


Magazine 
by the ten Ramon 


MANILA © PHILIPPINES 


Publishers of THE EVENING NEWS © LIWAYWAY ® KISLAP ® ALIWAN ® DAIGDIG 
PILIPINO KOMIKS ® BANNAWAG ® BISAYA-HILIGAYNON ® THE WOMAN’S HOME JOURNAL 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


Dr. | 


‘accounts with the 


hdvertsing Age, 


| sizable in Cuba. Havana’s largest 


|agency is building an average o! 


$45,000 per month, he saic. 
Among the Patino accounts ar» 
General Electric, Cuban Tele- 


phone, American Express, Almen- 
dares Opticians (Bausch & Lom) 
representative) and La Estrellz, 
|leading Cuban candy and canne:| 
‘food manufacturer. 

Mr. Patino has won many ad. 
vertising awards in the annua! 
contests of the Association of Ad 
One of them, for the 
'Cuban Mail Line, entitled “Visi' 
Mexico,” won the gold medal anc 
was the smallest ad ever receiv- 
ing this prize. 
| As a writer, Mr. Patino has hac 
dozens of short stories published 
|in Havana magazines. He has 
| written about 50 short articles on 
advertising, which were put in 
| book form in 1944, and has given 
| lectures on advertising in the Uni- 


| 


| versity of Havana and the Ly- 
_ceum, a women’s association de- 
_ voted to cultural and civic activi- 
| ties. 
e has been president of the 
Asociacion Cubana de Agentes de 
Anuncios, Cuba’s Four A’s, twice. 
He has twice received the “Pre- 
_mio Publicidad,” a yearly award 
sponsored by the Advertisers As- 
|sociation of Cuba for the best 
-article on advertising written and 
published during the year, and 
highest honor of this type in Cuba. 
Mr. Patino looks to American 
advertising as a challenge for 
Cuban agencies. “Cuban cigarets 


have strong competitor in 
American’ cigarets,” he _ says, 
“which, in addition to meeting 


the tastes of many Cubans, are 
well advertised, while the adver- 
tising of Cuban ones is lacking 
a real theme.” 

Although he hasn’t read “The 
Hucksters,”’ Mr. Patino has seen 
the film and has “never seen an 
advertiser like Evan Lewellyn 
Evans nor an agency man like 
Kimberly. Since budgets in 
Cuba are small, you are not ex- 
pected to ever handle a $12,000,- 
000 account—thereby saving your- 
self the subsequent uneasiness.” 

Mr. Patino’s hobbies and home 
life parallel those of any Ameri- 
can family man. Stamp collect- 
ing and photography take up his 
spare time and he “plays a little 


baseball on Sundays with the 
neighborhood gang.” His favorite 
pastime is reading, accompanied 


by classical music. 
Mr. Patino paid his wife quite 


'a compliment when he told AA 


that she is a “born salesman” and 
handles a group of the agency’s 
“finesse and 
aplomb of a veteran.” His son, 
Juan Antonio, is finishing high 
school and works as a messenger 
for his father’s agency during va- 


cation. He also has a daughter, 
Conchita, who is 12. 
Although Mr. Patino likes to 


get up to the United States at 


| least semi-annually, his work con- 


fines him to Havana most of the 
time. But he finds his work in 
this sunny island keeps him busy 
from early morning until late in 
the evening. “As a matter of 
fact,” he concluded, “there has 
never been a dull moment.” 


Four A’s Unit to Meet 


The annual convention ‘of the 
Pacific Council of the American 
Association of Advertising Agen- 
cies will be held Oct. 11-13 at the 
Arrowhead Springs Hotel, Arrow- 
head Springs, Cal. C. H. Fergu- 
son, Pacific Coast manager of Bat- 
ten, Barton, Durstine & Osborn 
and chairman of the board of gov- 
ernors of the Pacific Council, is 


| in charge of arrangements for the 


meeting. 


‘Enquirer’ Ups Price 

The Cincinnati Enquirer has in- 
creased the price of its Sunday 
edition from 10 to 15 cents per 
copy. The price of the week day 
issues remains the same. 
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FAST FRYING—Bogioning in the New 

York market Sept. 9 this cooperative ad | 

on the new Presto Fry-Master will ap- 

pear in newspapers in cities with a 

population over 50,000 (AA, Aug. 30). 

The agency is Melamed-Hobbs, Minne- 
apolis. 


WSTC Sets Up 
Testing Program 
for Local Shows 


STAMFORD, CONN.—Weekly au- 
dience response tests to transcrip- | 
tions of locally created shows will | 
be inaugurated this month by. 
Station WSTC here. 

The tests, directed by Charles 
Hull Wolfe, radio researcher, will | 
be conducted in the main audi-| 
ence studio, where a cross-section | 
of Stamford listeners will hear | 
transcriptions of locally - origi- 
nated programs. 

The assembled dialers will) 
evaluate the shows in minute-| 
by-minute votes of approval, dis- | 


approval or indifference, by group . 


discussions, votes on attitude to-| 
ward program elements and inter- 
views with studio listeners. 

Julian Schwartz, manager of 
the ABC affiliate, said that while 
program testing is usually con-| 
fined to live net shows, “serious | 
consideration of the problem” has 
convinced the station “that this 
type of analysis can be effectively 
employed in improving local pro- 
gramming.” 

The station intends to use the 
research both for shows already 
on the air and vehicles scheduled 
for pre-testing as well as disk 
jockey ad libs and recorded music. 


Mengel Names Hill V.P. Whitehouse Promoted 


Paul H. Hill, formerly general 
New Dorp, N. Y., maker of the sales manager of Bigelow-Sanford| manager of the Kobuta, 


Appoints Casmir 


Sam C. Whitehouse, assistant 


vertising manager for the com- 
pany in the metropolitan area, 
succeeding George Sorgatz, who 
has resigned. 


| 
| 
| Dale Modelcraft Specialties, 


Baffle tank for model planes and | Carpet Co., has been elected aj| chemical plant of Koppers Co., 
has appointed the Casmir | vice- president in charge of sales} has been appointed export man- 
| Advertising Co., New York, to of the furniture division of Men-| ager of the chemical division’s 
| handle its advertising. 


Joins ‘Good House’ 


Stephen E. Gegus, former sec- 
_retary-treasurer of Friend-Sloane banks Soap Co., Toronto, as mar-| 
Advertising, New York, has joined keting manager. He was formerly women’s traffic division in New 


‘wae staff of Good with Lever Bros. and the Blue| York for United Air Lines, has TOPFLIGHT TAPE C0. - YORK, PA. 


|sales department. He will make 
his headquarters in Pittsburgh. 


Joins Fairbanks Soap | r | 
Carl Thorpe has joined Fair- Ruth Haviland Promoted | So Rolle 


gel Co., Louisville. 


- Self Adhesive - 


Cross Plan for Hospital Care. ' been appointed promotional ad- 


POINT OF SALE 


Cellophane. processed 
: ; . Easy to buy - Easy to apply 
Ruth Haviland, director of the | Packaging -Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


ADVERTISING 


~ used for 


look Again! He’s Earned a Place 


on Your Prospect List! 


u.s. AVERAGE 100 


VALUE OF LAND AND BUILDINGS PER FARM 203 | 


UE OF IMPLEMENTS AND MACHINERY PER FARM 225 | 


RICITY IN DWELLING 128 


NUMBER OF AUTOS PER FARM 158 | 


NUMBER OF TRUCKS PER FARM 124 | 


NUMBER OF TRACTORS PER FARM 231 | 


NUMBER OF TRACTORS HAVING RUBBER TIRES 2 51 | 


AUTOS 1940 OR LATER 168 | 


TRUCKS 1940 OR LATER 107 


PERCENT HAVING MILKING MACHINES 28] | 


RUNNING WATER 100 


PERCENT HAVING TELEPHONE 211 | 


INT HAVING RADIO 127 


DICHEN SINK with DRAIN 15] 


CENSUS BUREAU FIGURES 
SHOW THE MIDWEST FARMER 
HIGH IN BUYING POWER 


Reading from left to right, you get a picture 
of a rich, concentrated farm market that 
stretches by sizeable percentages beyond 
the United States average. It’s a market 
represented by prosperous Midwest farmers 
who subscribe to the Midwest Farm Papers. 
Sell this great class market on a thrifty mass 
basis. Five locally edited, loyally read farm 
papers blanket the eight states of Indiana, 
Illinois, Wisconsin, Iowa, Minnesota, North 
Dakota, South Dakota and Nebraska. One 
order, one plate, one check and you are set 
to sell (at the thrifty ‘‘Unit’’ rate) where the 
nation’s richest farmers do their buying. Get 
full details from the office nearest you now. 


Here’s the Complete Story! 


Find out why Midwest farmers can buy more. See how they 
compare as prospects with other U. S. farmers. U. S. Bureau 
of the Census survey procedures and methods fully explained. 
Write for 36 page book titled “Where Mass is Class”. 


GET YOUR FREE copy! 


MIDWEST 


WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER + WISCONSIN AGRICULTURIST and FARMER + NEBRASKA FARMER + THE FARMER 


Midwest offices at: 250 Park Ave., New York +» 59 E. Madison St., Chicago + 542 New Center Building, Detroit + Russ Building, San Francisco + 645 S. Flower St., Los Angeles * 
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for the U.S. market: 


Latest figures show that there are nearly 5 million more families in the U.S. 
than there were in 1940. That brings the estimated total to just about 40 million 


And, as every manufacturer, every advertiser knows, the family is the most 
important purchasing unit for most consumer goods. 


for magazine: 


LIFE is read in 14,950,000* families. . .36% of the nation’s total! 


This number of families represents a market unprecedented in magazine his- 
tory...a market big enough to absorb all the production of most national 
brands of consumer goods. 


AUDIENCE GROUP STUDY 
27,572,000 LIFE READERS! 


*This figure is supplementary to LIFE’s Continuing Study 
of Magazine Audiences No. 9, supervised by the Magazine 
Audience Group. 
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North Star Plans Drive | the company will participate on 
| 10 network and regional giveaway 


North Star Woolen Mill Co.,| “ 
Minneapolis, will start its annual | — 


fall advertising campaign in Oc-|¢ Osborn, Minneapolis, is 


tober featuring gift blankets and | agenc =e 
a new reversible style. Four-color y: 
= have been scheduled for the 
tober and December Better ans Dri 
Homes & Gardens. In addition, Mfg 


maker of automatic gas water 
heaters, will use two-color half- 
page ads this fall in American 
Home, Better Homes & Gardens, 
Collier’s, Life, Pathfinder, The 
Saturday Evening Post and Sun- 
set. The ads will carry the slogan 


Copy That SELLS! 


Don’t fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells nae 
and fast! 


Box 7155, Advertising Age 
100 E. Ohie St., Chicago ti, tl. 


the wash.” Marschalk & Pratt, 
New York, is the agency. 


CHURCH 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


60% of Chicago 


Business Papers 
Print Out of Town 


Labor Trouble, High 
Costs Cause Exodus 
from Local Shops 


“the hotter the water the whiter | 


Cuicaco—As a result of labor 
disturbances and increased costs 
in the printing field, 60% of Chi- 
| cago business papers have moved 
their production elsewhere, a sur- 
vey by Industrial Marketing dis- 
| closes. 
| The publication surveyed the 
situation to determine what ef- 
fect strikes and other interrup- 


/eosts due to higher wage scales, 
have had on publication printing 
here. 
tions reported, and 76 of them are 
now printed outside of Chicago. 
The big movement has been by 


monthlies, 59 or 68.6% reporting | 


that they have left Chicago, as 
compared with 27 still remaining. 
Weeklies have been retained in 
metropolitan plants most success- 
fully, 8 out of 11 still printing 
here. Six out of nine bi-weeklies 
and semi-monthlies have left, and 
three out of four printing at other 
frequencies have also abandoned 
Chicago. Annuals have tended to 
remain here, 12 out of 17 re- 
porting still producing in Chicago 
plants. 


ITU Flayed 


Among comments from pub- 
lishers were the following: 

“All five of our books have 
/moved out of Chicago for geod, 


A total of 127 publica-| 
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| decision”; “Although we are sti!! 
printing in Chicago, the high cost 
is causing us to consider makinz 
a contract for printing outside of 
Chicago”; “Would move outside 
Chicago if we could find the right 
spot”; “Chicago printing costs 
’way out of line”; “For over 3) 
years we printed in Chicago, but 
it got too tough. Prices are out 
of line as well”; “We would mov: 
out of town if we could find 4 
plant to do our job”; “Wouldn't 
print in another ITU shop if we 
had to go out of business”; “We 
changed from a union printer to 
a non-union printer in Chicago 
last October and have no inten- 
|'tion of changing”; “Hope to be 
able to stay in Chicago”; “Chi- 
prices extreinely out of 
| line”; “On account of delays and 
| strike threats, moved to Milwau- 
kee in October, 1947, and consider 


|our move permanent”; “We will 
never again print in an ITU domi- 
shop”; “Our experience 


_ tions to production, plus increased and the labor situation helped the! . i+, printing outside Chicago has 


HUB INSTITUTIONS 


FOR FOURTEEN YEARS, blotters commemorating events 
in which Boston has been first have been a bright 
spot to New Englanders. Series, issued by The 

First National Bank of Boston, has become a col- 
lector's item. When "Holiday" wrote up Hub City 
traditions, tribute was paid both the Bank—larg- 
est in the area—and its blotters. First National 


has been a client of BBDO Boston since 1923. 


WIDE RANGE 


TO DRAMATIZE the wide range of products now being 
made by a company once known chiefly for the de— 
Sign and erection of coke ovens and the sale of 
coke, this series was devised for Koppers Com- 
pany, Inc., BBDO Pittsburgh client. It's a cross 
between a product and an institutional campaign. 
Each ad features a different product. ..all have 
same format, and hard-hitting institutional copy. 


NEW YORK + 
CHicaco 


BOSTON + BUFFALO + 


FULL COVERAGE 


WOMEN WANT TO KNOW, 


ask, “How does it work?" 


MINNEAPOLIS * SAN FRANCISCO «+ 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 


Advertising 


PITTSBURGH CLEVELAND 


HOLLYWOOD + 


* DETROIT 
LOS ANGELES 


"What does it look like?" Men 
Since major appliances 


like refrigerators are bought by men and women 
together, Servel ads are designed to appeal to 


both. For women, 
story on convenience. 


there's a big picture and a 
For men, 


there are details 


on the basically different freezing system——a 
tiny gas flame takes the place of moving parts. 


3000 SPONSORS 


LLU 


"HIT THE JACKPOT," Tuesdays on CBS, is helping to 
build sales and service business for over 3000 
De Soto-—Plymouth dealers from coast to coast. 


Listeners at home as well as 


studio audiences 


share in the excitement of this novel quiz game. 
(Listeners become eligible by mailing in a post- 


card.. 


.in a two-month period, 332,000 cards were 


received; record number for one week is 38,369.) 


| printer or lithographer 


| KLEEN-STIK PRODUCTS, Inc- 
2611 S. Indiana Ave Chicago 16 


been more than satisfactory”: 
“The threat each year of missing 
|issues forced us to seek action 
| elsewhere”; “We are satisfied with 
our printing situation (in Chi- 
| cago)”; “We had to take out of 
Chicago all our printing, except 
/one small monthly, amounting to 
| $150,000 annually.” 


Crosley Promotes 3; 
Adds Hill to Statf 


Marshall N. Terry, vice-presi- 
dent in charge of promotional ac- 
| tivities of Station WLW, Cincin- 
/nati, has been named vice-presi- 
| dent in charge of television activi- 
ties of the Crosley Broadcasting 
Corp. He will handle the opera- 
tion of Stations WLW-T, Cincin- 
nati, WLW-D, Dayton, and 
WLW-C, Columbus. James 
| Hill, formerly director of radio 
and television of Brooke, Smith, 
French & Dorrance, has_ been 
/named sales service manager of 
WLW-T. 

Jack M. Zinselmeier, head of 
the specialty sales division, also 
has been appointed merchandising 
chief. David E. Partridge, sales 
| promotion manager of WLW, who 
previously reported to Mr. Terry, 
| will be responsible directly to the 
general manager’s office. 


Weston Leaves Norman 


Sidney M. Weston has resigned 
as general manager of the Kelso 
Norman Advertising Agency, San 
| Francisco, effective Aug. 31. His 
future plans have not been an- 
nounced as yet. 


DEALERS 


PRESSURE-SENSITIVE 


“POINT-OF -PURCHASE ADHESIVES 


Dealers go all out for posters that are 
Kleen-Stik gummed. They like the fast, 
clean and effective way Kleen-Stik 
works. They know that Kleen-Stik post- 
ers will come down clean without a 
razor blade. No glue or tacks or messy 
stickers to ruin fixtures . .. no drooping, 
no sagging. Kleen-Stik holds fast to any 
smooth, hard surface until purposely 
removed. 


Get it up and Keep it up ! 
Presto! Simply peel protective coveri 
and press display gently in place. A sma 
spot on each corner or a thin strip down 
each is yon Yes, every 

e a Kleen- 


Available through any 
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because it sells for you in 4 ways: 


in- 
Si- 1 By selling your product to 22,000 dealers and whole- 3 Keeps your product information at the fingertips of 
oa @ salers and their 80,000 employees. @ your dealers when selling to 100,000 contractor- 
~s builders and millions of consumers. 
~ By stepping up the sales power of your own sales- 4 Your complete product information gets you new ; 
B. @ men and wholesalers’ salesmen. @ and better dealers and wholesalers. A) 
lio 
h, 
en 
f 
. This is the Directory that is universally acknowledged by building products and 722 answers to everyday installation : 
- dealers and manufacturers as the most valuable book of its and building questions. 
od kind ever published. Dealers use it all year as a Buying Be sure your catalog material (4, 8, 16, 24 or more 
Guide. It is your constant, never-tiring, year-round sales- R 
10 man. It lists 17,250 product buying possibilities, shows pagee) Demers 
y, 575 construction tables and estimating data, 2,875 brand space by November 1 to get proper classifications with 
1€ names with names of manufacturers, 1,840 wholesalers of bold face listings. 
| Here’s why the 1948 BSN Dealers’ BUILDING SUPPLY NEWS « 5 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS 
. Directory is the BLUE RIBBON 
is ie hee Because of its value to dealers it is now a habit —Ask any BSN dealer of standing 
Largest number of advertisers. .... 260 firms 
4 Largest number of paid Dealer subscribers 
Widest use among Dealers ® Biggest selling _—. 
power for Advertisers © 22,000 Distribution 
to Dealers and Wholesalers © 85% of the 


Buying Power 


NAMES OF DEALERS 


1. Harvey J. Stowe, A. W. Burritt Co.; 2. Glen F. Barr, G. H. 
Barr—G. F. Barr; 3. Louis J. Best, Best Lumber & Fuel Co.; 
4. Leonard Miller, C. Strasshiem, Inc.; 5. C. W. Williams, 
Williams Plywood Co.; 6. Henry C. Kersey & C. Grady Cates, 
Jt., Hines Boulevard Lumber Co.; 7. Elmer C. Kraegel, Itasca 
Lumber & Seed Co.; 8. Harry C. Ent, Harry C. Ent Materials 
Co.. 9. A. L. Fitzpatrick, Macatee, Inc.; 10. John Abbott, John 
Abbott Lumber Co. 
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Yankee Stadium, baseball bailiwick of the 
world famous Yankees, seats approximatel 
75,000 people. If every member of the 700,0 
Journal-American families attended a Yankee © 
game on a single day, it would require 28 — 
Yankee Stadiums to accommodate them all. | 


4 


New York Families! 


Pr ICTURE the Yankee Stadium jammed to capacity. ' 
Multiply this rapt, attentive audience 28 times and : 
you have the number of people that read the Journal- 7 
American every day. 


Here’s a vast readership of over 700,000 families daily. 
To them this newspaper is an essential part of daily 


living ... the center of interest in the home for news, ae, 
features and buying suggestions. as 
Above all, these Journal-American “fans” constitute 7 

a capacity audience among home-going newspapers. _ 


Let's take a look at the scoreboard: 


42 out of every 100 New Yorkers who read a - 2 6 2,08 5 


metropolitan evening newspaper read the Journal- ce 
American. Actually, more families prefer it than the Publisher : oe Fgh months 
next two evening papers combined. And they buy it ee 


through choice alone ... at the newsstand and carry ° 
it home for the entire family’s reading enjoyment. S UN d ay c I ty 


Center of interest for the family . .. center of sales and Su burba Nn 


influence for the advertiser. No other evening paper wre 
scores so heavily with New Yorkers. Over re| Million 


The largest Sunday circulation 


in Journal-American history with 
YOUR STORY STRIKES HOME IN THE more than a million or 80%of the 


total concentrated in New York's 


rich, city and suburban area. 
AMERICAN }{ PAPER }{ FORT 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


THE ILAMERICAN }{ PEOPLE| 
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Buys Universal |Inc., Ridgewood, N. J. Business| 
Patibone Mulliken coi- ined, wo Smif Davis Hired 
Engin machine and to promote gear cut-| 
manufacturer wading machine for gears of exacting | 
ery and allied equipment for rock | anaes 


and gravel plants. 


Watson-Flagg to Shivell 4 Boegel, of Boegel 


Watson-Flagg Machine  Co.,| ances, has been elected president : 
Paterson, N. J., has placed its ad-| of the Kitchener-Waterloo Sales New Your—Albest Zugsmith, 


vertising with Kirk B. Shivell,' and Advertising Club. | executive vice-president of the! 
Smith Davis Corp., newspaper and | 


radio station broker, sees fac-| 
simile as the “newspaper of the 
future.” | 
| Smith Davis’ newest project 
, will be to make it that. The firm | 
| has been appointed to act as con-| 
/sultant to John V. L. Hogan, 
| president of Radio Inventions and 
_ Faximile, Inc., and owner of the 
Hogan facsimile patents. The as- 
signment: to make the commer- 
cialization of facsimile broadcast- 
ing, permitted by the FCC since 
mid-July, a reality. 

“Our first job will be to con- 


pe Sell if to 
Coast to Coast 


| 


Whether your product is penicillin or planes, for professional use 
or personal needs, the Doctor has the price to buy and the in- 
clination to own. 


| smith said. 


fo Give Facsimile 


| stations. 
| paper-station owners will take the | 


sult with Radio Inventions on the! 
problem of raising capital to ex-| 
pand Hogan facsimile,” Mr. Zug-' 


The next step in this planned 
campaign to put commercial fac- 
simile on the map will be to fos- 
ter the establishment of more 
The broker hopes news- 


lead here. He estimates that ex-| 
isting FM stations can be equipped 
for facsimile broadcasting at a/ 
cost of $15,000. 


Receivers Are Big Problem 


There follows, of course, the 
problem of getting enough sets 
in use to provide facsimile broad- 
casters with a sufficient audience 
to attract advertisers. Receivers 
currently on the market include a) 
General Electric model priced at 
about $900 and a J. H. Bunnell 
set at less than $600. 

Mr. Zugsmith hopes the cost of | 
home fax sets, with AM and FM) 
radio, can be brought down to less! 


than $100. To insure further cov- | 


erage, facsimile attachments for 
radio sets are envisaged for about 
the same price as an automatic 
record changer—$30 to $35. Radio 
Inventions is negotiating with 
Stewart-Warner Corp. for mass 
production of fax recorders. 
Again Smith Davis is banking 
on the interest of newspapers in 
facsimile. Executives of .dailies 
owning stations will be told that 
they can have a desired number 
of sets, priced at $100 retail, to be 
sold at cost to their potential au- 
dience. Such orders will be re- 


|layed to the manufacturer who 


will then go into mass production. 

Newspaper mats will be pre- 
pared and furnished free to the 
papers to help sell the sets. Radio 
Inventions, meanwhile, will be 
busy with expansion plans and 
experimentation on improvements 
for its machines. 


Kreider Leaves ‘Cue’ 


L. E. Kreider has resigned as 
sales manager of Cue, New York. 


You can reach this lucrative market in one state or forty-two, «| 
from New England to the Pacific Coast, through the State Journal 
Group. Read for their local interest—respected for their profes- 
sional prestige. | 


| 


One advertising contract does the job in as many Journals as you 
choose—one monthly statement, one piece of copy and one set 
of original plates per insertion. 


COOPERATIVE MEDICAL 
ADVERTISING BUREAU 


Or THE AMERICAN MEDICAL 
535 N. Dearborn St. 


ASSOCIATION 
Chicago 10, Ill. 


STATE INDIANA State Med. Assn., NORTHWEST MEDICINE 
Journal of fon. Washington, Idaho 
10WA State Med. Soc., a) 
JOURNAL OHIO State Med. Journal 
GROUP Journal a = 


Assn., Journal of 


OKLAHOMA State Med. 
PENNSYLVANIA Med. 
Journal 


KENTUCKY Med. Journal 


MAINE Med. Assn., 
Journal of the 


MICHIGAN State Med. Soc., 
Journal of 


34 Journals Covering 42 
States 


ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, Wyo., 


ALABAMA, Journal of Med. e 
New Mex., Mont.) by 


Assn, of 


ARIZONA Medicine MINNESOTA Medicine 


SOUTH CAROLINA Med. 
ARKANSAS Med. Society. MISSOURI State Med. Assn. ssn., Journal of F 
ourna 
CONNECTICUT State Med. NEBRASKA State Med. 
ourna 


Journal 
DELAWARE Med. Journal 


DISTRICT OF COLUMBIA 
Med. Annals of 


FLORIDA Med. Assn., 
Journal ef 


TENNESSEE State Med. 
NEW ENGLAND Journal of 
Med. (Mass., New Hamp.) Asen., Journal of 


NEW JERSEY, Journal of 
Med. Soc. of 


TEXAS STATE Journal of 
Med. 


VIRGINIA Med. Monthly 


NEW ORLEANS Med. and 
| WEST VIRGINIA Med. 
Journal 


Surgical Journa 
NORTH CAROLINA Med. 
Journal 


GEORGIA, Journal of Med. 
Assn. of 


HAWAII Med. Journal WISCONSIN Med. Journal 


207 N. CHICAGO 


MICHIGAN AVE., 


FRANKLIN 5854 3 


/NCORPORATEDOD 


the 


OPPORTUNITY KNOCKS ONLY ONCE 


No. 


The November issue offers your only opportunity to be repre- 
sented in “THE AS! SHOW—A PREVIEW FOR 1949” section of 


Automotive Digest. Write for details. 


DIGEST 


First in <2 circulation - - First in readership 
First in reader response 


Over 100,000 Paid the 
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Saunders Finally | 
Opens Keedoozle | 
Store in Memphis 


Mempuis — Clarence Saunders’ | 
new Keedoozle grocery store is a 
success. Five thousand Mem- 
phians stormed the mechanized 
store’s opening; on the third day 
the Keedoozle had to close tem- 
porarily when stocks were de- 
pleted. 

It was an impressive debut, if 
much delayed. The first Kee-| 
doozle automatic grocery operated 
here in 1939 and 1940, with a) 
Rose Room for powdering of 
noses “and every other conveni- 
ence.” Then followed a long 
hiatus till 1946 when Mr. Saund- 
ers promised an imminent come- 
back, not only for Memphis but 
elsewhere in the U. S. However, 
his plans for enfranchising grocers 
to install and operate Keedoozles 
fell through (AA, April 1, 1946). 

Now, two and a half years later, 
the former Piggly Wiggly chain 
operator has literally engineered 
a grocery coup, judging by the 
heavy business volume in the re- 
modeled Quonset hut at Poplar 
Pike and Union Avenue Extended. 


Markup Per Article 


| 


The rush of shopping, it is gen-| 
erally believed here, is to a great’ 
extent a result of Mr. Saunders’ | 
unique markup plan. Profits are 
per article rather than by per- 
centage, the markup ranging from | 
a fraction of a cent to three cents | 
an article, regardless of cost. 
Standard merchandise in the Kee- 
doozle is selling well under iden- 
tical groceries in other stores here. | 

The store’s name is an elision of | 
“the key does all.” The key is 
a punch machine with a roll of 
tape. Articles are displayed in 
cases behind glass, each with a 
code number. The key, applied 
over the number of the article on | 
a table below the marked mer- 
chandise, registers that number 
on the tape. At the checkout 
counter, a customer’s punched 
tape is taken from the key and 
run through a recording machine, 
and this automatically throws his 
collection of groceries onto a mov- 
ing belt delivering them to sack- 
ers. 

The Keedoozle handles only 
packaged and canned groceries 


Community 
influence 


Teachers take part ... and 
usually a leading part . . . in 
adult community activities. 


Their contaéts extend far be- 
yond parents of the 25,000,000 
youngsters now in grade and 
high school classrooms 


Because teachers are in the 
public eye in every community, 
teachers’ opinions and_prefer- 
ences influence adult, as well as 
juvenile, thinking and buying. 
For the complete story of 
America’s most influential mar- 
ket, write to Georgia C. Raw- 
son, manager. 


42 MAGAZINES, 727,000 SUBSCRIBERS 


STATE TEACHERS” 


MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


eptember 6, 1946 


;now but will add vegetables and, 000 to $12,000. Cover rates will) To Anderson-McConnell 


meat later. 


‘Look’ to Increase 


Ad Rates, Circulation 


| increase 544%. 


Firms Combine Offices 

| Wayne Varnum Associates, New 
| York, public relations firm, and 


Effective with the first issue of| the Patricia Ward Co., New York, 


January, 


1949, Look advertising| research organization, have com- 
rates will be increased and the bined forces and opened new of- | 


circulation guarantee will jump) fices at 424 Madison Ave., New 


from 2,700,000 to 2,850,000. 
The one time black-and-white/| will handle all research for the} 


|York. The Ward organization 


The Chamber of Commerce of 
‘Palm Springs, Cal., has named 
| Anderson-McConnell Advertising 
| Agency, Los Angeles, to direct its 
|advertising. Newspapers, maga- 


| zines, resort literature and win-| 


|'dow displays will be used. 


‘Haley Named PR Head 


Martin Haley, active in radio 


page rate will be raised from! publicity firm in return for press |and civic affairs in St. Paul and 


$8,000 to $8,445 and the four-color! service and public relations coun- | formerly 
| page will be increased from $11,-| sel. 


adviser to 
Delaney, has 


campaign 
‘Mayor Edward K. 


been named to the newly created 
$4,320-salaried post of public re- 
lations director of the city of St. 
— Mr. Haley is only 19 years 
old. 


TIGRAPHING FIL 
| _ MIME 


THE LETTER SHO 


431 6. Dearborn St., 


Chicago 5. Illinois 


sell 


> men 


buy... 


= advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P M. Mind—read ads deliberately. 


* That means ANYTHING from shoes to 


shampoo... 
tires... 
tobacco, cameras, shotguns, 


railway vacation trips —a list without end. 


More than ONE MIILLION c 


than MILLION male readers 


razors to raincoats... ties to 
. watches, cars, radios, golf balls, pipe 


fishing rods, 
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ad also will appear in Boy’s Out-| age , last prewar years. | 350,000 more than in 1941. In ad- 
fitter, Daily News Record, men’s Al) Million Cars | Behind the steering wheels of | dition, about 600,000 are employed 
Wear and Women’s Wear Daily. | the country’s cars, trucks and|in industries supplying raw ma- 


b Splied t | buses, rolling up the enormous) terials. 
to Rares Wale traffic volume, are 50,586,000 li-| Wages, too, are higher, and the 


product. The | Qf} Road Equals 


Amer. Cyanamid Plans 
Fall Shirt Promotion 


The textile resin department of 
the American Cyanamid Co., 


‘ Bound Brook, N.J., will promote a| Will retail the _ d drivers, 49% of the entire| wealth being created through the h 
| washable all-wool shirt and jacket York. 2 Sere Oey | U.S. population over 16 years old.| use of motor vehicles is at new 
— with Rosia, | ork. 905 000 J ‘peaks. Approximately one-fifth 
with a full page in the r| 4. Makes 9 Million Jobs ional income this 
issue of Parents’ Magazine. The Appoints Warner 0 | en- 
Donald W. Warner, who for-| _ Because of this expanded use| Year W® 


gaged in automotive and related 


merly served on the staff of Ohio’s| Detroir — Automobile, truck) of vehicles thousands of jobs| 


When you Remember Sen. John W. Bricker in charge and bus registrations in the| have been created. New busi- | activities, the AMA report de- 
need a ,of correspondence and research, United States are at an all-time | nesses—gasoline stations, tourist| ©@Tes. : 
WH. RUPERT | hos | according to figures just | courts, drive-ins, repair shops— Where passenger 
lists EXCLUSIVELY for the Metal- Working He | compiled by the Automobile| are catering to motorists’ needs.| tions have 50% 
past fifty years. succeeds Gilbert Thayer ete tna! Manufacturers Association here. Today, the skills and services registrations have Jj fo 
LIS T 90 Filth Ave., New Yerk 11 been transferred to the Chicago) More than | Of people are required) the of present ‘ 
; icati | wi e usin merica’s streets | ; istri i 
CH 2-3757 territory on the same publication. | W! g ca’s ets|in the manufacture, distribution day trucking, the industry’s sta- 


/and highways by the end of 1948,| and use of motor vehicles, accord- 


tisticel yearbook “Automobile 


an increase of 17% over 1941. | ing to the auto makers. Jobs in he A 
For : Serucce Since the first of the year,| the commercial vehicle industry| Facts and Figures, vevees8 a 
gualily Btadery highway travel has dramatically | are at an all-time high with near-| Teleased for 1948, ae giores 
SE RVIC PORTFOLIOS * MOUNTING pointed up the nation’s unprece-| ly 5,200,000 employes, the largest| 65% of é 
BINDERY CO. Inc DIE-CUTTING * EASELING dented use of automotive trans-| single occupational group in the ot tien A 43% of vegetables 
PAPER and BOARD LINING. portation. At the present rate,| country outside agriculture. d 52% of eggs 
motor vehicles will be driven) Employment in factories mak-| 66% of milk an 


about 400 billion miles by Dec.) ing vehicles, parts, tires and ac- $2.6 Billion for Parts 


360 EAST GRAND AVE, CHICAGO 11, ILL. 


} Write for FREE folder 31, 1948, approximately one-fifth | cessories and other components is The annual publication con- 
more than they traveled in the | over the million mark, about} tains scores of other compilations 
which highlight what this year’s eniak 
record automotive activity means 
= = the nation. FALL 
= =| = = It shows that in the United tured 
=> = = => States there is one vehicle to Mfg. 
— => = = /every four persons, compared 
— — — with one for every 70 in Russia, 
= = — > one for 25 in France, one for 17 -—< 
=> — S — in Great Britain and one for 222 
= 6~< = the rest of the world. 


It points out that vehicle op- 
erators pay over $3 billion in W 
| taxes annually to federal, state 


and local governments—or 33% Buy 
e e more than in 1941. Of this, trucks Cm 
pay nearly $1 billion. ; 

r in | To keep current over-age ve- 
| hicles operating efficiently the in- al 
dustry is turning out replacement 
‘parts at the record rate of $2.6 arene 

billion annually. Im 1941, replace- 
/ment parts production was at the 
who can disprove these 
Increased travel has upped t 
gasoline use by more than a quar- nott 
‘ter since 1941. It is estimated Pad 
‘that more than 30 billion gallons 
Your decisions and recommendations are — if you use these facts as your guide, your of fuel will be sold to vgs in reat 
based on facts. selection of media for reaching the young ty compared with 24 billion in sive ¢ 
We present here eight important facts women of America will be sound. : their 
(in bold face type) about the Dell Modern And we are so sure of our facts, that 7,300,000 WANT CARS = 
Group. We believe that if you compare we offer $1,000 to any buyer of advertis- WASHINGTON — Unfilled best ed 
them with the facts about any other group, ing who can disprove any of these facts! may My Py ogy a — CCA 
Jan. 1, according to the National rural 
Automobile Dealers Association. 
he figure was obtained in a on th 
FACT: Dell Modern Group is the only group in FACT: The family income of Dell’s readers re- | aie + newt enn decline 200 by D 
“=== the field to offer two units each with a “S32 flects the quality of its magazines and the cities. The survey revealed that tion, | 
yearly average of more than a million quality of its market with a median in- -- about =, of _ a pore 
i i oO s ' | there is a trade-in of an old car. sales 
circulation a month. come 36% above the national! The NADA points out that the ene 
Modern Screen 1,330,000 | ry anon So Median national income: $2,603 demand figure as of July 1— Nov 
Viodern Romances 1,150,000 pe aaa Median income of Dell Modern Group readers: $3,538 | while including duplicates—indi- “stn 
Screen Stories 475,000 FACT: cates that it would require 26 toe 


FACT: 


Let these facts speak for themselves 
when you choose the best group to reach 
the young women of America in 1949, 


Among leading women’s media, the Dell 
Modern Group is first in rate of both 
newsstand and total circulation growth 
since pre-war 1941: 

98.1°;, increase in newsstand sales, 

17.7°% growth in total sales! 


95% of Dell Modern Group’s circula- 
tion is newsstand — voluntary purchase 
by people who want to read Dell Modern 
magazines. 


The Dell Modern Group is a selective 
medium for reaching young women.. . 
90° of its readers are under 35... with 
a median age of 22.4! 

Median age of women readers of the 

4 women’s service magazines: 33.8 


In a recent impartial readership survey, 
Modern Screen and Modern Romances 
provided advertisers with more readers 
of their ads per dollar in an overwhelm- 
ing majority of cases than any of the 
other nine leading magazines tested! 


These two magazines of the Dell Modern Group deliv- 
ered more readers per dollar in 80 out of 83 tests! 


Dell Modern Group provides the largest 
single package of motion picture circula- 
tion of any of the women’s groups. 
Circulation of Dell Screen Unit: 1,805,000 


(August issue estimates) 


The Dell Modern Group has shown a con- 
sistent upward trend in quality of edito- 
rial matter . . . yet costs no more per page 


per thousand in these inflationary days 
than in 1940, 


Dell MODERN GROUP 


MODERN SCREEN MODERN ROMANCES SCREEN STORIES 
Dell Publishing Company, Inc., 261 Fifth Avenue, New York 16, N. Y. 


months for the industry to make 
enough new cars to take care of 
unfilled orders. 


Appoints Cole 

| EF. B. Cole has been appointed 
West Coast representative of Pro- 
duction Equipment, Chicago. 


NOW — 
ALBUMS, 


of VU-THRU Acetate Envelopes 
Covers are made of good laoking, dur- 
able Bestex artificial leather. Stocked 
in 9” x 11” and 1144” x 14” sizes. Other 
sizes to order. Choice of Swing-O- 


| Ring, Multiple Ring, and several 
other types of binding. -Inexpensive. 
Ask for quotations. 
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GLENFIELD PLASTICS, INC. 
35 DeWitt St., Beaver Falls, N. Y. 
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increased editorial content aimed 
at helping merchants improve 
their sales and profit positions also 
will be included. 

Showcase Publishing Co. is lo- 
cated at 39 W. Adams St., Chi- 


| cago 3. 


Kellogg Pen-Pals Club 


Requires No Box Tops 


No box top or money is re- 
quired to join a new Kellogg Co. 
“Pen-Pals Club.” The company is 


| urging youngsters to send a penny 


postcard request to get the name 
and address of a child from a for- 
eign country with whom they can 
start a correspondence. 

Kellogg’s corn flakes packages 
will carry a full back-panel story 
on the club and a picture post- 


|eard cutout on the cereal box. 


Each card shows a famous Ameri- 
can scene. The company’s pur- 
pose in this public service is “to 
engender international corre- 
spondence among youngsters with 
the sole aim of contributing to a 
sufficient understanding among 
the world’s youth that would ren- 
der future wars unlikely.” The 
Kellogg agency is Kenyon & Eck- 
hardt, New York. 


MBS Signs Continental 

Starting Sept. 10, Continental 
Pharmaceutical Co., Chicago, will 
sponsor Mutual Broadcasting Sys- 
tem’s “Leave It to the Girls” from 
coast to coast. The program, fea- 
turing motion picture stars Con- 
stance Bennett, Binnie Barnes, 
Robin Chandler and a male guest, 
will be heard Fridays, 8:30-8:55 
p.m., EST. Arthur Meyerhoff & 
Co., Chicago, is the agency. 


A half-page ad in this 
publication featuring 
an instruction booklet 
pulled 408 inquiries 
in one month. 


i 
4 Neo Bind Oil 
Bitter Rind Oi! 
$798 
7 7095 
TILT-ToP 
t 
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The Most 
Can Opera: Ever Made 
coms 
1695 
4 
ALAN LADD 
SLORY” 


‘ RIVAL MANUFACTURING COMPANY, Kansas City, Missouri — 


FALL DRIVE—Alan Ladd will be fea- 
: tured in the fall campaign of Rival 
Mfg. Co., Kansas City, Mo., for its 
| Juice-O-Mats, Can-O-Mats and other 
products in national magazines and car 
cards in New York subways. R. J. Potts- 
Calkins & Holden, Kansas City, is the 
agency. 


W. Lane Witt 
Buys ‘Showcase’ 


Cuicaco—Showcase, the “buy- 
er’s guide for the rural retailer,” 
has been sold to W. Lane Witt, 
president of Sales-Aids, Inc., and 
formerly president of the National 
Industrial Advertisers Association, 
and previously editor of Indus- 
trial Marketing. 

The publication was founded 
two years ago as a syndicated 
mail order catalog by Marshall 
Padorr, who planned to offer the} 
controlled circulation periodical 
to manufacturers as an inexpen- 
sive direct mail method of selling 
their products to general mer- 
chandise stores in cities of less 
than 12,500. 

Today, almost the entire 50,000 
CCA circulation is directed to 
rural general stores in markets} 
that size or smaller, and all stores | 
on the subscription list are rated | 
by Dun & Bradstreet. In addi- 
tion, Mr. Witt asserts, many of the 
stores are so located as to make 
salesmen’s route calls impractical 
because of expense involved. 

Now a quarterly, Showcase is 
set to become a bi-monthly effec- 
tive with the October issue, and 


or ow 
Our sample cases 


house some pretty 
BIG names 


FINE OFFSET PRINTING @& 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


ALL OUR EGGS IN ONE BASKET... 


PRACTICAL BUILDER—The reason more builders pay 
to read PRACTICAL BUILDER than any other 
building magazine is because it is the only practical, 
how-to-do-it magazine for builders, edited by the 
only staff of practical building editors. 75,000 
distribution. 


BUILDING SUPPLY NEWS carries more advertising 
directed to lumber and building material dealers 
because, year-in, year-out, BSN’s largest group of 
interested readers give advertisers best results. 
20,500 distribution. 

BSN DEALERS’ DIRECTORY (Published January) pro- 
vides year-round buying information for 22,000 
dealers and their salesmen, selling to 100,000 con- 
tractor builders and millions of consumers. 


BUILDING MATERIAL MERCHANT & WHOLESALER 
reaches three times more wholesalers—4500—than 
any other building paper. Also reaches 18,500 
lumber dealers, including all dealers not subscribing 
to other papers. CCA. 


CERAMIC INDUSTRY, read by 4,300 top executives, 
including manufacturers of sanitary ware, ceramic 
tile, architectural enamel, refrigerators, ranges, 
washers, etc., window and plate glass, glass block 
and others. Acknowledged First. 


BRICK & CLAY RECORD goes to over 4,000 key men 
in plants making brick, structural tile, flue lining, 
wall coping, sewer pipe, glazed brick and tile 
needed for America’s big construction program. 


CERAMIC DATA BOOK, the only catalog and data 
book for manufacturers of ceramic building prod- 
ucts and other glass, porcelain enamel and pottery 
products. Distribution 6,000. 


A great person once said—if you would be successful in your en- 
deavors, concentrate your efforts along one line and in one direction. 


all of them serving the building field, every one of them per- 
forming a particular and distinct function in a special field of 
building. These magazines cover the manufacture of building 
products, the distribution of these products through the whole- 
sale distributor and the lumber and building material dealer, the 
construction of homes and other buildings from these products. 


goes straight to the job-interest of its readers. Each publication 
is tops with its readers because into each group goes over 30 years 
of building industry knowledge, directed and guided today by 
the same publishing and editing management that started them. 


Industry Headquarters magazines, because they are edited by the 


Hereat Building Industry Headquarters we publish 6 magazines, 


Your advertising in these publications brings results because each 


Your advertising gets extra value, extra readership in Building 


largest most experienced editorial staff of any building industry 
publishing organization. 


| 


INDUSTRIAL PUBLICATIONS, INC. 


For over 30 years Exclusive Publishers to the Building Industry 


SOUTH WABASH AVENUE—CHICAGESO 
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for more than fifteen consecutive years 


THE KROGER CO. 


has been advertising* on 


station WM Moinphis 


South 


A M C T Television coming soon 


| *A “selective” advertiser with more than 5,856 quarter hour programs during this period. 


5,000 watts day and night, 790 kil- 
ocycles. National representatives, 
the Branham Company. Owned 
and operated by the Commercial 
Appeal. 


TV Commercials 
Cost Too Much, 
Agency Net Told 


SPOKANE—New and _ cheaper 
methods of producing selective 
| (spot) advertising on television 
| must be developed before “we can 
take television into the hinterland 
and make it as accessible as 
radio.” 

That opinion was expressed by 
Adolph Bloch of the Adolph L. 


land, Ore., in a panel discussion 
on television at the recent five- 
day annual convention of the Af- 
filiated Advertising Agencies Net- 
work. 

The convention also took up 
public relations for agency and 
clients, movies and movie mak- 
ing, new business, production con- 
trol, and training, compensating 
and keeping account executives. 

Robt. B. Young of the Robt. B. 
Young Advertising Agency, San 


Good hunter 


“Aim it right, and you need only one bullet 


ware distribution market. 


For through Hardware Age, and Hardware Age alone, you can penetrate to the 
very grass roots of the retail trade with at least one merchant subscriber in every 
one of 8,821 cities and towns. In all, 21,700 copies reach retailers every other week. 
Each is seen by an average of 4.6 readers, providing a total audience of 99,820 


among retail personnel. 


At the wholesale level, Hardware Age provides more than 60% greater cover- 
age than any other hardware paper with over 6,100 subscribers in the nation’s 


509 wholesale distributors. 


Add to that Hardware Age’s position with the largest, and only wholly volun- 
tary, prepaid circulation in the field, and you have the answer to why Hardware 


Age is first on most advertisers’ lists. 


A Chilton Q Publication 
100 EAST 42nd STREET e 


you s know that’s true, 
and 998 — over half of all national hardware trade advertisers last year — relied on 
Hardware Age alone to carry their sales messages to the great $2,000,000,000 hard- 


HARDWARE AGE 


@ Charter Member & 


NEW YORK 17, N. Y. | 
| 


did 998 advertisers 
use Hardware Age exclusively in 1947? 


| 
| 
| 
| 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


Bloch Advertising Agency, Port-| 
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Francisco, was elected national 
chairman. New Orleans was 
chosen for the 1949 national con- 
| vention, opening Oct. 18. The or- 
| ganization was founded in 1938 
| under the leadership of Mr. Young 
|and now includes medium-size 
agencies in 38 major markets 
across the country. 


Cheaper Production Needed 


| Mr. Bloch showed a film of 
_what he called outstanding one- 
|}minute spots on television and 
stated: “The price of these things 
makes it infeasible for the smal) 
| advertisers. When you consider 
that the minimum cost of a one- 
minute spot on film is $450 and 
the maximum can go as high as 
$3,000, the agencies are going to 
have to do a selling job on their 
clients after they have persuaded 
the client to buy television. It is 
my opinion that some new and 
cheaper form of production must 
be found.” 

Dr. Samuel N. Stevens, presi- 
dent, Grinnell College, Grinnell, 
Ia., and vice-president of the Per- 
sonnel Institute, New York, said 
|advertising people “should take 
| steps to see that their clients have 
the very best personnel admin- 
istration and labor relations pos- 
|sible. Any advertising campaign 
can be ruined by the failure of 
/one salesman to carry through.” 

Speaking of the need for good 
| public relations on the part of the 
|}agency in a small city, John 
Greenlee, Cline Advertising 
| Agency, Boise, Ida., said that the 
“public relations job in a smaller 
town is to keep hold of existing 
clients rather than to acquire new 
ones. Agencies cannot be built 
around the personality of one 
man, as is sometimes the case in 
‘larger cities. They are built by 
| their representatives’ participa- 
tion in public affairs.” 

Heading a panel on network ob- 
jectives, William H.. Kinsall of 
| William H. Kinsall & Co., Bloom- 
| ington, Ill., said the AAAN dur- 
ing the next year will emphasize 
to large manufacturers and groups 
| the need for sectional help in pro- 
duction and sales. 


Poole Made Officer 
Newman-Rudolph 


George A. Poole Jr., owner and 
president of Poole Bros., Inc., 70- 
|year-old Chicago printing com- 
|pany with subsidiaries in Louis- 
'ville and San Francisco, has also 
| been elected a vice-president and 
|director of Newman-Rudolph 
|Lithographing Co., Chicago. 
|Charles Newman continues as 
| president. 
| Newman-Rudolph facilities for 
| offset plate making and presswork 
|are reported among the largest in 
| the United States. 


Harding Joins BBDO 


| Stuart Harding, formerly media 


_director in the San Francisco of- 
fice of Biow Co., has joined the 
media department of Batten, 


Barton, Durstine & Osborn, San 
Francisco. 


publication 

completely covers 
the billion dollar 
candy market 

and that publication is 


CANDY [INDUSTRY 


1s* in Audited Circulation 
1** in Advertising Lineage 


1** in Readership* 
*As proved by independent survey—copy on 
request. 


GUSSOW PUBLICATIONS, INC. 


DON 


Y 


Advert 


TRUCK 
Los Anc 
western 
the new 
it is est. 
ing terr' 


Gro 
by [ 


Sr. 
sociatic 
Educat. 
tion 0! 
earlier 
ing la 
numbe! 
organiz 

Inten 
foster 
ards of 
radio; 
Nation 
casters 
encour: 
radio 
tion of 

An 
among 
associa 
the mi 
standa! 
in Wa: 
when 
their si 


Men 


tion a} 
bama, 
Northw 
versity 
Syracu 
versity 
Texas 
versity 

versity 
preside 
Fedder 
vice-p1 
worth, 
treasul 

Reqt 
set up 
ards, s 
ing at 
fession 


Fe 
Affiliate | 
& 
LAAT, 
Z Z | 
| | 
107 West 43rd Street. New York 18. N 198 sewth 


For your ®' 


| 


| 


RICHFIELD 
TRUCK STATIONS 


Los Angeles, is running a campaign in 
western trucking publications, featuring 
the new chain of truck service stations 
it is establishing throughout its operat- 
ing territory. Hixson & Jorgensen, Los 
Angeles, is the agency. 


TRUCK SERVICE—Richfield Oil Corp., | 


Radio Education 
Group Organized 
by Universities 


Sr. Lours—The University As- 
sociation for Professional Radio 
Education, preliminary organiza- | 
tion of which took place here 
earlier this summer, came into be- | 
ing last week as the required | 
number of universities ratified the 
organization’s constitution. 

Intention of the group is to) 
foster and maintain higher stand- 
ards of professional education for | 
radio; to work closely with the 
National Association of Broad-| 
casters toward that end, and to 
encourage successful professional 
radio personnel to aid in instruc- 
tion of radio techniques. . 

An outgrowth of conversations 
among member universities, the| 
association received impetus at} 
the meeting of the educational 
standards committee of the NAB 
in Washington last February) 
when the _ broadcasters pledged | 
their support. 


Membership Standards High 


Present members of the associa- 
tion are the University of Ala- 
bama, University of Denver,| 
Northwestern University, Uni- 
versity of Southern California, 
Syracuse University, Temple Uni- 
versity, Texas College of Mines, | 
Texas University and the Uni- | 
versity of Tulsa. 

R. Russell Porter of the Uni-. 
versity of Denver has been elected | 
president of the group, with Don| 
Fedderson of Northwestern as. 


vice-president; Thomas Rish- 
worth, Texas University, secre-| 
tary, and William Sener, USC, | 
treasurer. 


Requirements for membership, 
set up by the committee on stand- 
ards, stress the necessity for hav- 
ing at least one-half of the pro- 
fessional radio courses taught by 


\,,  |PHOTO 
ENGRAVING 
 |COMPANY 


chicage 6, illinois 
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successful commercial radio per- 
sonnel. Emphasis also is placed 
on the importance of giving stu- 
dents instruction in programming, 
| sales, advertising, general station 
| operation and traffic. 


_| Appoints Conner 


Victor England Importers, San 
| Francisco, has appointed Conner 
|Co., San Francisco, to handle a 


|national direct mail advertising 


Donald F. Mac- 


|Clemmy, formerly with The Satur- 


Co., | day Evening Post, will be resi- 


Joins Selvage & Lee 


| Paul R. Nelson, formerly an ac- 
count executive of Harry Coleman 


‘Ronzoni Schedules Drive | Maryland. 


The Ronzoni Macaroni 


Long Island City, will begin fall | dent sales representative, with 


\& Co., Chicago, has joined the!|and winter advertising for Ron- > . , 
staff of Selvage & Lee, Chicago,|zoni pastina in 12 metropolitan | ®€@dquarters in Philadelphia. 
‘industrial public relations. | New York newspapers in Septem- | 
| ber. The agency is the Emil 
Future’ Names Feiss | Mogul Co., New York. c 


| §. L. Feiss, New York, publish- | 

ers’ representative, has been ap- Adds New Ad Sales Area 
pointed eastern representative for The Wall Street Journal has es- 
“Future,” the official national pub- | tablished a new advertising sales | 


campaign for Malayan pewter 
ware. 


lication of the United States | territory to include Pennsylvania, | 
Junior Chamber of Commerce. Virginia, West Virginia, Delaware | 


(St. Joseph Onzette 


PRIDE 
GETS 
CLOTHES 


6 | 


—how different in the great and rich Los Angeles 
A.B.C. City and Retail Trading Zones which have over 70 per cent 
of all the people and money in Southern California— where the 


Herald-Express has thousands more readers than any other daily. 


A proven medium! 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Is this your idea of putting 


it over with a BANG, Judson? 


Judson: Well, yes, considering the state 
of our budget. It will be great publicity! 


Chairman: Publicity my eye! What our 
dealers want is a steady demand. Hit-and- J 
run publicity gags won't give that! 

Ever hear of Studebaker, Colgate, Ipana or Lucky 
Strikes? Certainly! How do you suppose they go 
about sending customers to their dealers? For one 
thing, they keep their story before the nearly 
2,000,000 REDBOOK families. They know that 
these young families have a 
record of buying products 
advertised in REDBOOK. 
They know that they are 
young enough to still be 
forming their buying habits. 
They know that they 


have a SIX BILLION DOLLAR spendable income. 
Why doesn’t somebody tell you these things? 


Judson: Well, the REDBOOK man was in, but 
I was busy and our budget is so small— 


Chairman: Then you don’t really &vow what 
REDBOOK can do for us? You haven't heard that 
$36,000 would tell our story to these free-spending 
REDBOOK families every month in the year in 
2/3 pages? Instead of being “busy”, why don’t you 
find out how smart advertisers build up sales for 
their dealers? They use REDBOOK, and that’s 
what we ought to do! 


444 Madison Avenue, New York 22, N. Y. 


MEMB 
Club, 

Ruthra 
to bui 
Jack | 


execut 


Adve 
= 
ae 
s 
Ay 
‘A, 
4 | 
| | 
S45 
= 5 | 
at 
NARY 
magaz 
' of the 
a 
IN NE 
* 
this fa 
for the 


Advertising Age, September 6, 1948 


PHOTOGRAPHIC 
REVIEW 


AMERICA'S MOST POWERFUL, MOST LUAURIOUS MOTOR CaR 


-~ONE GUESS WHAT NAME IT BEARS! 


Thats page needs no signature 

Even the cas dpres co carty mame 
plate For therr mo mistabiog the 
of “America’s mou powerful, mow lux 
wrrous «at 

No ether car built un Ameria today offers 
you the performance af 2 prevision built 


cat shares is distinctive and 
ong mo «at af lewet name 
It is the proudest hievemem af Amerns + 
buikter of fine moto can 
Mt home. and im the far commen af the 


ase tht wan 


WhO OWNS One 


teen the of the very finest expres 
int of American craitemanship 
Owe guess what mame vt bears’ 


NARY A NAME—Packard Motor Car Co. is running this color page in seven 

magazines this month and next with only its famous slogan and a picture 

of the car's grille identifying the company and make. Young & Rubicam is 
the agency. (Story on Page 8.) 


MEMBERSHIP GOAL SET—Mary Lou Moffit, president, Gadget-of-the-Month 

Club, Los Angeles, uses a perfume dispensing pen to sign a contract with 

Ruthrauff & Ryan to direct advertising for the club. Magazines will be used 

to build membership to 1,000,000. With Miss Moffit are (left to right): 

Jack Fleisch, vice-president, R&R, Chicago; Walter K. Neill, R&R account 

executive, Los Angeles, and John W. Weiser, vice-president and manager 
of the agency's Pacific Coast offices. 


Beavtiftul New 


Heal King TORPEDO 


von voun |}{ awe COMFORT’ 


USE IT EVERY DAY-TO CHASE ROOM CHILL~DRYIN 


IN NEW YORK MARKET—National Die Casting Co., Chicago, will promote its 

new Heat King heater in a three-month New York subway car card campaign 

this fall. Subway cards in full color also will be used in the New York market 

for the company's Juice King home juicer line. O'Grady-Andersen, Chicago, is 
the egency. 


WEARS 1949 
COSTUME FOULTLESSLY 
DESIGNED BY 


é : 
ALL FOR GOOD WILL—Recently elected president of the “good will stations,” 
Frank E. Mullin (seated) met last week with key executives of WJR, Detroit; 
WGAR, Cleveland, and KMPC, Los Angeles, to discuss programming, promo- 
tion, and station operations. Standing are John F. Patt, v.p. and general man- 
ager, WGAR; Robert O. Reynolds, v.p. and general manager, KMPC, and Harry 


Wismer, assistant to the president of all three stations, and general manager 
of WJR. 


VALVOLINE. 


moTor O11 
¢ A ED 


for TACYOLINE (he poor servi 


NON SEQUITUR—The gal wears a 
1949 cabana costume faultlessly . . . 
her car is faultlessly lubricated, says 
this Valvoline ad. Get the connection? 


= 
~ 


NEW SHASTA PACKAGE—Donald Deskey Associates, New York, has designed 
a complete package—glass jar, label and counter display carton for Procter & 
Gamble's Shasta beauty cream shampoo. 


ARMY TOUR —A. W. Lewin Co. ac- 
count group on First Army account 
tours recruiting stations by air, accom- 
panied by Maj. R. R. Siegel and Maj. 
E. A. Thompson. Lewin men, top to 
bottom, are Sheldon Berlow, public re- 
lations; Sidney Matthew Weiss, group 
supervisor; Archie Foster, account 
exec, and Walter Green, copy chief. 


NEW KERR PACKAGE—The new package, extreme left, emphasizes the new 
trademark of Kerr Butter Scotch, Inc., Jamesburg, N. J., and eliminates the 
picture of Robert Burns, which had been used since 1907. 


THE 


— 


YOUR GENERAL TIRE DEALER 


‘BRAKE’ FOR KIDS' RETURN TO SCHOOL—Supported by the National Safety Council, distributors of General Tire 

& Rubber Co., Akron, are reminding motorists of their responsibility to children in traffic. More than 8,000 24-sheet 

posters will appear during the month of September, and dealers are following up the outdoor campaign with distribution 

of full-color miniature reproductions of the poster to business men. A traffic safety film, “Where Safety Starts,” has been 
produced by Genera! for showing at school, civic and parent-teacher meetings. 


% 
SHASTA 
cham? 
~ 
AT (EAOING WOME FURNISHING 510% 


American President Lines’ 
Killion Stresses Service 


Political Appointee 
Aggressive; Budget 
Exceeds $1,000,000 


By ELLIS WALKER 
San Francisco — Talk to ship- 


ping men and you'll find general | 


agreement that the blue ribbon 
for aggressiveness these days 
among domestic steamship opera- 
tors goes to American President 
Lines. 

Everybody (and that means 
chairman of the board, traffic 
manager and even the office boy) 
connected with any company 
sending freight abroad is being 
bombarded by salesmanship (both 
printed and verbal) aimed from 
APL’s turrets. 

The public in general is the tar- 


= treasurer of the Demo- 
cratic National Committee, was 
strictly a dark horse. 

When Mr. Killion moved into 
the head man’s office on the 10th 
floor of the Robert Dollar building 
here, things began to hum around 
|American President Lines. (Stan- 
ley Dollar, heir to the Dollar 
Steamship Lines business, still has 
| going his drawn-out suit to regain 
controlling interest in the Ameri- 
can President Lines.) Between 
trips to San Francisco’s nervous 
waterfront, where strikes rise and 
fall with almost lunar regularity, 
George Killion has found time to 
inject a strong competitive spirit 
into the entire APL organization. 
And shipping men will tell you 
this competitive rejuvenation has 
| been reflected in a boosted morale 
|for the entire industry, an indus- 


fo glorious 


President W 


S. S. PRESIDENT WILSON ond S. S. PRESIDENT CLEVELAND 
America’s finest postwar luxury liners 


39 DAY CRUISES - CALIFORNIA TO THE ORTENT 
lite ot 
food, tor parties, dancing, mower, deck sports, seimming. It afl adds up 


leaders of America’s GLOBAL FLEET ond the stent 
Monthly sei 
son, sailing trom Sen Froncisea, Oct, 7 
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sales material developed and fur- 
| nished for your use. 

“4. Complete information on 
sales material now being pro- 
duced or planned. 

“5. Complete information about 
‘on-board’ material provided 
American President Lines pas- 
sengers.” 

All APL passenger advertising 
contains the tagline: “For cruise 
details—see your bonded travel 
agent.” 


Magazine List Named 


Likewise, the passenger adver- 
tising is built around the same 
theme and merchandising ap- 
proach: the great ships of Ameri- 
can President Lines, the wonder- 
ful life aboard those ships, the 
rest, comfort and relaxation of an 
ocean voyage—plus the fascinat- 
|ing ports visited. 

“All this fun and the Orient, 
too” is the headline appearing on 
American President Lines full- 
color advertisements directed to 
people who have the time, the 
money and the inclination to 
travel. These ads, appearing cur- 


wonderful wartd of its own~ tor lua, morvelous 


vacanon the Presidents Witton o Cleveland. 

whips 

— we you bonded travel agent Round tip. $1260 op 
from Los Angeles, Oct. 


get for a $400,000 advertising blast | try prone to rest on its oars after 
this year to sell the services of | the artificial conditions of the war 
APL’s luxury liners for 39-day | years. 
cruises to the Orient or 100- “day | 
’round-the-world trips. 

American President Lines is | 
promoting its “Global Fleet” of | Killion ran the gamut of newspa- 
nearly 40 modern passenger and | Per jobs from city hall reporter to 
cargo liners, and promoting it big, |/managing editor on dailies in San 
as the shipping line that offers Diego, Los Angeles and Sacra- 
“unmatched facilities for over-all|™mento. Perhaps it was his ex- 
service in the Pacific, Atlantic, 
Mediterranean, Indian Ocean, 
Java Sea and China Sea.” 


Not Sure How Much with the abandon of a grizzled old 
As one APL official put it, the| salt. 

company is not quite sure just From 1930 to 1935, Mr. Killion 
what its present annual expendi- |@perated his own public relations 
tures for new business promotion | firm in Oakland. There he spe- 
would total. But! cialized on finance campaigns — 
conservative and finance has been one of his 
estimates place|chief interests ever since. He 
it well over the/| served as California state director 
million dollar of finance from 1940 to 1943 under 
mark, including| Gov. Olson. He has been re- 
the $400,000 sponsible for instituting a cost ac- 
budget for pas- 
senger advertis- 


Began as News Man 


has made it possible for him to 


|dive into the steamship industry | 


President Lines. 


Previdem Cleveland. sailing fram San Francisco, Oct 28, from Los Angetes, 
Oct 20. Ports of cull: Manila, Mang Kang. Yokohome 


Or, # you con spore more time~pian 100-dey “Round. the-Wertd 


During the roaring ’20s, George | 


|perience as waterfront reporter | 
'with the old San Diego Sun that | 


counting system at American) 


ing. 


this campaign is 
George Leonard 
Killion, 47-year- 
old president of American Presi- 
dent Lines. He’s a newcomer to 
the industry, his appointment to 
the job by the U. S. Maritime 
Commission just a year old. But 
already he has won the admira- 
tion of shipping men with his ag- 
gressive and efficient operating 
methods. 

About the dampest thing in Mr. 
Killion’s previous career was his 
membership on the California 
Water Authority from 1940 to 
1943. But he brought to Ameri- 
can President Lines a firm opinion 
that service is as 
building up a steamship line as it 
is in any other business. So serv- 
ice it is, where customers of APL 
are concerned. And George Kil- 
lion believes in letting the world 
know about it. 

Although about 91% of the vot- 
ing stock in APL is controlled by 
the Maritime Commission, and 
George Killion’s job itself is one 
of the choicer fruits on the po- 
litical plum tree, there is none of 
the bureaucratic touch in APL’s 
operation. 


He Was a Dark Horse 


When Dr. Henry F. Grady, pres- 
ent ambassador to Greece and 
George Killion’s predecessor at 
APL, resigned last year from the 
$25,000-a-year position to be ap- 
pointed the U. S.’s first ambassa- 
dor to India, speculation was rife 
as to his successor at the helm of 


George Killion 


American President Lines. Sev- 
eral contenders for the Presi- 
dential appointment, subject to 


the Maritime Commission’s ap- 
proval, were in the picture. George 


Trigger man in | 


on the Safeway account. 


important in| 


During a brief interview while 
dodging Montgomery St. traffic, 
on the way from the American 
President Lines offices to the Pal- 
ace Hotel, Mr. Killion'§ ad- 
mitted to this reporter one short 
stint with an advertising agency. 
That was with the J. Walter 
Thompson Co. here. He worked 
The 
stint was brief; Safeway wooed 
him away to become assistant to 
its executive vice-president. It 
might be interesting to note here 
that that same executive vice- 
president is serving APL today in 
an advisory capacity. 


Offers Unusual Services 


George Killion is emphasizing 
service in the operation of Ameri- 
can President Lines: unusual serv- 
ices to shippers of freight to for- 
eign ports and special services for 
passengers — services unheard of 


before on domestic steamship 


lines. 

For instance, 
shippers with “Cargo-Caire,” 
cial handling procedure that holds 
damage to shipments at an unpre- 
cedented low. “Cargo Caire” has 
reduced losses so greatly that APL 
has found it profitable to change 
its cargo insurance to a much 
higher deductible type policy. 
APL assumes a greater percentage 
of the liability, thus reducing its 
cargo insurance premiums consid- 
erably. 

Other new services now being 
offered by American President 
Lines to users of its freighters in- 
clude ultra-low refrigeration com- 
partments for long-distance trans- 
portation and special tanks for 
hauling highly - perishable liquid 


APL provides 


cargoes. 
“We're letting shippers know 
about these new services, too,” 


Spe~ | portant part in APL’s merchan- | 


'dising of its freight services. A 


ber 


| 
| 
| 
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AMERICAN PRESIDENT LINES 
Your American Hotel Abroad 


TRADEMARK PICTURE—The painting by Fred Ludekens dominating this current 
American President Lines full-page magazine ad will be a trademark henceforth 
for smaller ads on APL's California-Orient cruises. 


Harrington, Whitney & 


sco, is the agency. 


| was the comment of R. W. Bruce, 
general sales manager of freight 
| traffic. 

A reinforced and_ revitalized 
| sales staff is out knocking on doors 
j}and selling the services of APL to 
shippers, Mr. Bruce told AA. “No 
longer can lines count on the ‘big 
hose’ that kept filling up every 
available ship during the war and 
the two years following the close 
hostilities. We'd have plenty of 
empty or half-empty ships today 
without a sales campaign such as 
this.” 


Trade Journals Important 


Traffic managers are not the 
only ones experiencing intensified 
personal cultivation by APL rep- 
resentatives. Mr. Bruce intimated 
that his salesmen are calling on 
plenty of the “brass” in the com- 
panies tabbed on his prospect list. 
“We're trying to sell everyone and 
anyone in any way influential in 
determining which line will carry 
the freight.” 

Because every ship that makes | 
a voyage to a foreign port should | 
return with a full load in order to 
make its operation profitable, Mr. 
Bruce and his staff are also con- 


centrating a large share of their 


efforts on cultivating the foreign 
freight business. APL maintains 


company freight offices in Yoko- 
hama, Tokyo, Kobe, Shanghai, 
Hong Kong, Manila, Singapore | 


and Genoa. In addition, it has 
freight agents stationed in major 


‘ports throughout the world. 


Trade advertising plays an im- 


consistent schedule of advertise- 


ments runs in major. shipping 
journals. Sometimes copy is 
slanted along the _ institutional | 


path, but usually emphasis is | 


placed on the special services pro- 
vided shippers by APL. Direct 
mail pieces are used by Mr. Bruce 
and staff to augment the sales- 
men’s personal contacts. 


Ames Directs PR 


News carried in the trade 
papers and daily newspaper col- 
umns about developments in 
APL’s shipping facilities is de- 
pended on by the sales department 
to create favorable impressions on 
prospects. Ernest Ames, director 


of APL’s public relations depart- 
|/ment, is responsible for this part 
of the program. 

On the passenger side of APL’s 
promotional campaign are more 
points that can actually be pinned 
down. First, there are the 1,000 
bonded travel agents. Although 
APL maintains eight domestic and | 
19 foreign passenger offices, the 
company depends on its travel! 
agent connections for the bulk of 
its passenger sales. 

All American President Lines 


rently in Grade Teacher, Harper’s 
Bazaar, Holiday, The Instructor, 
National Geographic, The New 
Yorker, Newsweek, Script, Time 
and Vogue, talk to those people 
who are good prospects for 39-day 
cruises to the Orient or 100-day 
voyages ‘round-the-world. 

One advertisement in the cur- 
rent series contains a large repro- 
duction of the flagship President 
Wilson, done by illustrator Fred 
Ludekens. It will appear in fu- 
ture advertisements in smaller 
| size and has been adopted by APL 
as a trademark for use in all ad- 
|vertising and merchandising ma- 
terial concerning the California- 
| Orient luxury passenger service. 
This material includes window 
displays, interior counter displays, 
framed pictures, soft sheet en- 
largements, playing cards, post- 
| cards, envelope stuffers and 
Christmas cards. 

A combination passenger-freight 
|advertisement is scheduled for 
| Time and Newsweek in October. 


_ passenger advertising and sales| Laid out to occupy two columns 
| promotion is geared to the re-|/of the magazines’ three-column 
quirements and suggestions of its | pages, with a column of editorial 
1,000 travel agents. Only recently | matter splitting the two halves of 


a questionnaire went out over the 
signature of Hugh Mackenzie, vice- 
president for passenger traffic, to 
these travel agents, requesting 
|answers concerning display ma- 
terial, their opinion of current ad- 
vertising and advertising sched- 
ules and their requirements for | 
| Promotion material. 


Portfolio Readied 


The completed questionnaires | 
to | have been returned and the infor-_ 
| mation contained in them is being 


|tabulated for use by Eugene F. | 


Hoffman, passenger sales man- 
ager, and APL’s_ advertising | 
agency, Harrington, Whitney & 
Hurst. 


Now in production and soen to | 
ready for distribution to the) 


travel agents is a complete sales 
'and advertising portfolio. In loose- 
leaf form, it will contain samples 
‘of all current APL advertising, 
promotion pieces, folders, booklets 
and pictures of display material 
|available. Designed as a complete 
information book on American 
|President Lines, APL advertising 


‘use it to great advantage in talk- 
|ing to prospects for an ocean voy- 
age. 

A foreword describes the pur- 
pose of the portfolio: “To provide 
the agent with: 

“1. Complete information on 
the American President Lines ad- 
vertising and sales promotion pro- 
gram and how our advertising di- 
rects prospects to you. 

“2. Complete information on | 


how our advertising can be used | 

to help sell American President 

Lines’ tickets. 
“3. Complete 


information on 


officials feel that the agent can) 


| the ad, it is designed to do a two- 
phase job in the same medium— 
catch both prospective passengers 
and prospective shippers. The in- 
stitutional half features the many 

|services rendered shippers’ by 

American President Lines’ “global 
| fleet”; the passenger half is cou- 

| poned to draw direct inquiries and 
| develop a backlog of prospects for 
| the travel agents. 


Directional Ads Used 

| The August issue of Holiday 
also carried a one-column APL ad- 
vertisement, emphasizing the rest, 
fun and comfort of a voyage 
|aboard an APL luxury liner. This 
‘ad also carries a coupon at the 
bottom. 

One of the more _ interesting 
/phases of APL’s current advertis- 
ing program is its series of direc- 
| tional advertisements, pointed at 
special, comparatively well-to-do 
groups and running in selective 
media. This series of one-column, 
couponed ads is slanted at profes- 
sional men, motion picture, radio 
and advertising executives, finan- 
cial and banking executives and 
‘farmers. These groups are gen- 
erally considered to be composed 
< a fairly large percentage of in- 
dividuals with both the time and 
the money with which to travel. 

Typical headlines in the direc- 
‘tional series: (farmers) “Need a 
| complete change between crops? 
|Take a 39- day vacation cruise to 
the Orient.”; (radio and movie 
| executives) “Tired of Pressure? 
|Here’s a script you'll love!”; (doc- 
tors) “Write this prescription for 
| yourself and your patients! A 
complete rest—a 39-day cruise to 
the Orient’; (advertising men) 
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“No copy, no layouts, no deadlines 
. and your nearest client far, 
far away!”; (financiers) “Tired of 
weighing risks? . .” and (lawyers) | 
“Tired of writing a 
The series is running in Apver- 
TIsSING AGE, Banking, Barron’s, 
California Farmer, The Cattleman, 
Hollywood Reporter, Journal of 
Accountancy, 
American Bar Association, Jour- 
nal of the American Medical As- 
sociation, Kansas Farmer, Maga- 


zine of Wall Street, Palm Springs | 


Pictorial, Rotarian, Script, Variety 
and Western Farm Life. 


In 50 Newspapers 


In addition, a series of 70 and 
84-line advertisements is appear- 


ing weekly or semi-weekly on the | a 


travel pages of some 50 metropoli- 
tan newspapers. 
two parts, one group of ads stres- 
sing the “need to relax,” another 
the experienced personnel who 
operate APL ships. Here the em- 
phasis lies on the safety of travel 
aboard an APL liner. 

APL’s passenger sales depart- 
ment is merchandising these small 
space newspaper ads by incorpor-_ 
ating them in two-color envelope 
stuffers furnished to its 1,000 
travel agents as well as the com- 
pany-owned ticket offices. Mats 
of the series also are available for 
use by the travel agents. 

Other merchandising material 
includes a 16-page “Luxury Liner” 
folder; another 16-page folder on 
the “Round-the-World Cruises”; a 
folder about the low-cost accom- 
modations to the Orient aboard 
the General Gordon and General 
Meigs; a folder on passenger space 
aboard American President 
freighters; a full-color, all - pur- 
pose booklet for follow-up use 
with well-developed prospects, 
and a large global map suitable 
for framing. Full-color cabin 
plans of the luxury liners are also 
in production for distribution to 
the travel agents. 

But APL does not screech to a 
halt after the ticket has been 
bought. The company believes 
firmly in continuing to do a good 
selling job after the passenger 
walks up the gangplank and 
boards ship for his “relaxing 
cruise.” 


‘Little Things’ Count 


There are several “little things” 
that APL does to build good will 
and foster repeat business among 
its passengers (besides making 
good on its many promises of the 
luxurious facilities, wonderful 
service and fun aboard its ships). 

Each passenger, as he boards 
ship, receives a specially-designed 
leather ticket wallet, with his 
name stamped on the front in 
gold, to hold his ticket, passport 
and miscellaneous papers. 

When he enters his stateroom, 
the passenger finds a special “So 
Glad You’re Aboard” booklet that | 


3 that are st 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- 
voted to private flying . . 

reaches over 2/3 of the air- 
orts in the U. S. . circu- 
ation, 11,252. 


2. THE MAILBOX 


A direct mail advertising me- 
dium devoted to the farmer 
. . . reaches over 19,000 farm 
homes of the South Plains of | 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
j dium devoted to the urban 
| families of the great south 
plains of West Texas . 
| reaches over 28,000 town and 
city homes. 


| FOR RATES INFORMATION 


M. I. HALL | 


PUBLISHER | 
1007-A 13th, LUBBOCK, TEXAS 


The series is in| 


| contains specific information about 
the facilities and services aboard 
ship and attempts to answer most 
of the questions which might be 
his mind. 

Another service is the mailing 
| schedule form distributed by APL 
travel agents when passengers 
purchase their tickets. This handy 


Journal of the|form shows the dates when mail 


should be posted in order to reach 
the passenger at any of the vari- 
ous ports of call on his particular 
cruise. Passengers are furnished 
}as many of these forms as they 
/request for use by friends and 
|relatives at home. 

By special arrangement with a 
hometown newspaper distributing 
firm, APL has recently instituted 
“News from Home” service for 
At no cost to him, 


its passengers. 
| 


every passenger receives by air- | tical move involving George Kill- | nounced that Vice- Admiral W. W. 


mail the most recent copy of his 
hometown Sunday newspaper at 
the various ports of call during 
his trip. 


Sen. Knowland Hostile 


Newly-inaugurated also, is the 
“Sea-Air” feature whereby APL 
passengers may travel one way by 
ship and return via airliner, or 
vice versa. Arrangements have 
been worked out between Ameri- 
can President Lines and North- 
west Airlines for these combina- 
tion trips. One ticket for the two- 
way passage is good on both the 
ships and airplanes and may be 
purchased from both APL and 
Northwest Airlines representa- 
tives. 


Right now there’s a political tac- | 


ion’s position that’s finding its 
way into newspaper headlines. In 


Smith, Maritime Commission 


Washington, California’s Repub- 
lican Senator William F. Know- 
land has protested a purported 
plan for the Maritime Commission 
to give the APL president a long- 
term contract to secure his job 
against the possibility of a Re- 
publican national administration | 


next year. Sen. Knowland an-| 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


SINCE 1926 
LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 


SEATTLE 


NEW WORLD LIFE BLDG. 


fende: 


EXCESS OF 200,000 
ABC MEMBERSHIP 


Gives you a better value, dollar 
for dollar, than any other medium 


in this highly important field. 


ceorce T. HOPEWELL, EASTERN REPRZSENTATIVE * 101 PARK AVENUE. 


NEW YORK 


Why 


do so many experienced space buyers check 


classified advertising volume before buying any kind 


of newspaper space? 
Two reasons. 
First, 

in his advertising area. 


the average classified advertiser lives right 


He knows first-hand the com- 


parative “pull” of his local newspapers. 


The other reason is this. 


The average classified 


advertiser cannot afford the luxury of unproductive 


advertising. He must get results. 


During the first seven months of this year, The 


Pittsburgh Press carried 65% 


of all classified ads, 


amounting to 56% of all classified lineage, appearing 


in all three Pittsburgh newspapers. 


Represented by the General 
Advertising Department, 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, Cin- 
Detroit, Fort Worth, 
Philadelphia, San Francisco. 


cinnati, 


THE PITTSBURGH PRESS 
(daily and Sunday).... 


Second paper (daily and Sunday) 


NUMBER OF CLASSIFIED ADS 
IN PITTSBURGH NEWSPAPERS 


7 months—January through July, 1948 


Third paper (daily only)......... 


171,273 
135,022 


No. for 


Let the home folks 


-the classified advertisers 


point 


the way to advertising results in Pittsburgh. Get best 


results by using The Press—named No. | in Pittsburgh 


by classified advertisers year after year. 


Phone, write or wire your Press Representative for 


any information you need about the Pittsburgh market. 


Every Scripps-Howard Representative is a Press Rep- 


resentative. 


The Pittsburgh Press 
MARKET FACTS, too | 
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chairman, told him that the APL 
board of directors was consider- 
ing a three-year contract for Mr. 
Killion, who now serves on a year- 
to-year basis. 

Whether or not he receives a 
long-term contract or whether the 
Maritime Commission continues to 


control American President Lines 
(if Stanley Dollar’s suit is turned 
down, the commission undoubt- 
edly will invite bids for new own- 
ership), doesn’t seem to concern 
George Killion. He’s moving full 
steam ahead to put APL on the 
soundest possible operating basis, 


AGE 


THE NATIONAY 


-. 


First... 


in QUALITY of readers, 
editorial content and format 


FURNITURE AGE 


PUBLISHED MONTHLY BY THE H.O. RENO COMPANY 
N. BROADWAY CHICAGO 40, ILLINOIS: 


and he’s building for the future | 


of the company as the dominant 
vessel in the world’s shipping 
lanes. 

American President Lines has 
just announced its purchase of 
three deluxe 19-knot passenger- 
cargo liners to be added to its fleet 
for round-the-world service. 
three ships, which will each have | 
accommodations for 228 passen-| 
gers and 522,000 cubic feet of| 


| cargo carrying space, will cost 


total of $33,000,000. They will all | 
be delivered within two years. 


Two Appoint Ad Fried; 


Figeroid Joins Agency 
Lo-Fare Cab Co. has appointed | 


Ad Fried Advertising Agency, 


| Oakland, Cal., 
| vertising. 


to handle its ad- 
Spot radio and news- | 


|paper advertising will be used. | 


|Globe Pipe & Tobacco Co., 


Oak- | 
land, manufacturer of pipes with | 


|detachable gold and silver bowls, 


has named Ad Fried to direct a 
mail order campaign. 

Milton Paul Figeroid, formerly | 
in the advertising department of’ 
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DARK ROOMS TO SUN DECK—That's the range of features in this enlarged 


plant of the Minneapolis Star and Tribune to be completed this fall. 


Double the 


size of the present plant, it will house new presses, 47 typesetting machines. 
test kitchen for home economics writers, auditorium and other facilities. 


| Daily Review, Hayward, Cal., has 
been appointed production man- 
ager of the agency. 


To Van Diver & Carlyle 

Joseph R. Coolidge, formerly 
with United-Carr Fastener Corp., 
Cambridge, Mass., has joined Van 
Diver & Carlyle, New York, as as- 
sistant to Wayne Wirth, vice- 
president and director of tele- 
vision. 


Before choosing any printing paper . 


1948 CATALOG 


First in sports equipment 
since 1898 


REG U.S FAT OFF. 


Liuetratec bere typical use of Leveivcoat*®, not an actual! booklet 


PRINTING PAPERS 


Look at Leveicoat... 
for brightness 


Should the product you picture in 
your new catalog sizzle? Should it 


sparkle with sales appeal? Then make 


it come alive—against the setting of 


lustrous Levelcoat* printing paper. 
Yes, Levelcoat papers are brilliant 
from the body fiber out —brighter be- 
cause they're whiter than ever! 


Look at Levelcoat... 
for smoothness 


Smooth as richest country cream, the 
flowed-on surface of Levelcoat is a tri- 
umph of precision manufacture. Test 
it. Print with it. Let the smoother 
surface of Levelcoat give you smooth- 
er, truer press impressions ream after 
ream, run after run. 


Look at Levelcoat... 
for printability 


Printers and advertisers alike depend 
on the printability of Levelcoat for 
the smooth, trouble-free production of 
uniformly beautiful work. Let this out- 
standing Levelcoat quality produce 
finer results for you, too. Give your 
printing the Levelcoat lift! 


Levelcoat* printing papers are made 
in these grades: Trufect*, Kimfect*, 
Multifect* and Rotofect*. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


Laundry Institute 
in Educational 
Drive for Seal 


JoureT, Itt. — The Saturday 
Evening Post will be used by the 
American Institute of Laundering 
to begin a program of consumer 
education on the institute’s certi- 
fied washable seal. 
| The institute is authorizing use 
of the seal by all fabric and ap- 
| navel manufacturers whose prod- 
| ucts pass a washability test in the 
‘institute’s $1,000,000 _research 
| laundry here. The test is for qual- 
ity, construction, shrinkage and 
color fastness. 

One-column black-and-white 


;}ads will run in the Post every 
{three or four weeks, starting 
|Sept. 25. The program, aimed at 


developing public understanding 


of and confidence in the seal, is 
expected to be expanded after the 
first of the year. 


| 
| 
| Members Tie In 


The institute’s 4,000 laundry 
|members will support the drive 
with tie-in ads in local news- 
/papers and will receive art and 
copy service for outdoor, radio 
spots and bundle inserts. The 
complete package for local adver- 
tising will be announced at the 
institute’s annual meeting in 
Cleveland Oct. 23. 

With increased public accept- 
ance, the seal is expected to in- 
|erease business for laundries, 
manufacturers and retailers. Com- 
panies whose_ products have 
earned the seal include 26 manu- 
facturers of men’s and women’s 
wear, lingerie, linens and domes- 
| tics, threads, mending tapes, but- 
tons and deodorants (tested for 
effects on clothing). 
| Ads will urge consumers to look 
for the certified washable seal on 
washable products they buy and 
to send products to laundries dis- 
playing the institute’s membership 
seal—as double-barrel insurance 
that fabrics will launder well. 

Christiansen Advertising 
Agency, Chicago, handles the ac- 
| count. 


‘Southern Ag’ Tells 
of Free Press at Work 


Southern Agriculturist, Nash- 
ville, has issued a brochure, “A 
Free Press at: Work,” which re- 
produces a series of its editorials, 
| culled from issues of the past sev- 
| eral years. 

“We are proud that these edi- 
|torials indicate a continuous and 
consistent effort on the part of 
this farm magazine to create ap- 
| preciation of the bases of Ameri: 
|can freedom, the fundamenta 
principles which have made this 
|nation great,” says the forewor< 
|of the volume. 


‘WABD Boosts 
Nighttime Rates 


WABD, New York, will raise it 
base hourly nighttime rate fron 
$800 to $1,000, effective Oct. } 
The half-hour rate for the Du 
| Mont station will go up from $48) 
,to $600 and the quarter-hour 


charge from $320 to $400. 

At the same time, WABD wil! 
put into effect weekly volume dis- 
counts and annual discounts. 
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Advertising in the Test Stage 


Plastikon Tests 
New Plastic 
Floor Finish 


San Francisco—Plastikon-| 


Western Co. is conducting a test 
in scattered California markets 
for its new Uneek, a plastic finish 
for floors. 

The company began using 
newspapers in San Francisco Aug. 
i5 and the counties of Oakland, 
Santa Barbara and San Joaquin) 
on Aug. 17. Ads, carrying | 
the slogan, “Smart women don’t | 
scrub floors—they use Uneek,” in-| 
clude an offer of 25 cents discount | 


for an old scrub brush on a pur- 
chase of a can of Uneek. Brushes | 
are to be sold for scrap with pro-| 
ceeds donated to the Cancer 
Fund. The offer ends Sept. 15. 

Uneek is described as not a wax) 
or polish, but a plastic “sealer” 
that requires no scrubbing, rub- 
bing or waxing for a_ shining 
floor. It is applied with a cloth. 
The company plans to enter the 
northwest states, southern Cali- 
fornia, Denver and the Salt Lake 
area in “the near future.” 

Benson M. Sherman agency | 
here handles the account. 


TEST COFFEE-BASE 
CARBONATED DRINK 

Boston—A new carbonated soft 
drink with a coffee base that has 
been developed by the New Eng- 
land Extract Company is being 
test-marketed in three New Eng- 
land cities. 

The product involves a process 
of extracting flavor and aroma 
from pure coffee, and it contains 
no artificial flavoring or coloring. | 


The new drink, called Neeco, is 
sold in six-ounce and quart bot- 
tles. Already licensed to bottle. 
the new beverage are Floyd Bev-| 
erage Company of Revere, Mass., 
Hartford Club, Hartford, Conn., 
and A-1l Beverage Company, Bos- 
ton. 


DELAWARE PUNCH 
OFFERS NEW SYRUP 


San ANTONIO—Delaware Punch 
of America is using newspapers 
and radio spots in test cities to 
introduce a new Delaware Punch 
household syrup. 

A quart bottle of the syrup is 
being offered with a _ 15-piece 
crystal punch bowl set at a re- 
duced combination price. Dem- 
onstrators are being used in gro- 
ceries and markets. 

Cities included in the test are 
San Francisco and Sacramento; 
Amarillo; Pueblo, Colo.; Salina, 
Kan., and Lafayette, Lake Charles 
ind Alexandria, La. One, two and 
three-column by six-inch space is 
used. Trade magazines are also 
included in the campaign. 

Bottlers of the regular seven- 
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ounce nickel Delaware Punch 
drink are franchised to handle the 
new syrup. A quart mixes with 
water for 22 drinks. Recipe 


ideas, suggesting frozen “Punch-| 


cicles,” icings, sundaes, etc., are 
included in giveaway literature. 

In initial store demonstrations 
in Pueblo—without the premium 
offer—600 quarts were sold in 
three days. 

Grant Advertising, Dallas, han- 
dles the account. 


turers for the 11 western states, 
has been appointed director of the 
new public relations department of 
the Golden State Co., San Fran- 
cisco, processor and manufacturer 
of milk and milk products. 


the record each month 


of the finest perfume 


‘Pepperell Income Up 


Pepperell Mfg. Co., Boston, re- 
ports a net income of $8,985,017 
for the year ended June 30. In 
the preceding year the net was 
$7,240,680. Net sales for the fiscal | 
year were $78,757,144, an increase 
of $3,905,589 over the previous 
year. 


KOCO Names Hedrick 


Earl Hedrick, formerly with 


and cosmetic advertising 


BEAUTY FASHION 


Appoints Cavanagh 

Daniel Cavanagh, 
public relations manager of the 
National Association of Manufac- 


|Station KMTS, Santa Barbara, | 
formerly} 


Also publishers of DRUG AND COSMETIC INDUSTRY 
Cal., has been named sales man- | 


ager of Station 
Ore. \ 


There’s a lot more to it than this... 


d radio station representatives 


and company 


In every business friendly personal relationships are a big help. 
But that’s only the beginning of the story .. . there’s a lot more to it. 

You've probably noticed that the people who are most welcome 
in your own office are those who never waste your time... 
who talk your business and know what they're talking about. 
Weed and Company representatives are like that. 

They sell a very good product—Spot Radio—one of the 
most precise and most profitable forms of modern advertising. 
They sell it right—for what it can do for you. 

Behind their ability are a number of qualities: experience, 
associations, persistence. Even more fundamental, perhaps, 
are plain hard work and the expert knowledge it gives. 

For these are the two factors that produce most of the results 
most of the time... the two factors that make 


Weed & Company service so valuable to any advertiser. 
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2 West 45th Street, New York 19,N.Y. 


SALES TRAINING 
ASSISTANT 


Wonderful ortuni 
With 
Appliance Manufacturer 
Located Mid-West. 
Applicant Must Know— 


1. RETAIL APPLIANCE 


SELLING — THOROUGHLY 


2. HOW TO WRITE 
RETAIL APPLIANCE 
SALES TRAINING 
MATERIAL 


Reply Box 7148, ADVERTISING AGE 
’ 100 E. Ohio St., Chicago 11, Il. 


SALES EXECUTIVE 


Nationally known Sales Executive 
available immediately. Expert leader 
of salesman, with keen knowledge of 
sales promotion and advertising. Over 
20 years experience with national as 
well as local sales programs. Noted 
public speaker and writer on sales 
subjects. 

Prefers sound small growing company 
where salesmanship and promotion 
will do the job. Salary in 5 figures 
and bonus arrangement. Will go any- 
where for right situation. 

Box 7152, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Illinois 


BATES: fine 

(maximum two ) 25 letters and 
numbers add two lines. Copy 
date. classified 


lar card 


HELP WANTED 


advert 
iscounts on multiple insertions and spac 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard | 

GEORGE WILLIAMS CO.—Personne! 

200 S. State St., Har. 2063, Chicago | 


FLORIDA MAGAZINE PUBLISHER 
seeks office manager who can handle 
advertising records and billing, do 
simple bookkeeping, write letters, 
meet people, run mimeograph and 
addressograph, read proof, lay out 
ads, perhaps sell office supplies and 
printing. Prefer middle aged man 
who wants to escape northern win- 


ters. Will be in Chicago and New | 
York in mid-September for inter- 
view. Have housing for couple. No 


fancy salary but adequate for com- 
fort in this friendly small Florida | 
town near metropolitan area. Wire, 
giving full details and sales ex- 
pected. Cody Publications, Kissim- 
mee, Fla., Phone 5641. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash, Fra. 0115, Chicago 


(Experienced) 
ADVERTISING 
SALESMAN 
Exp. adv. SALESMAN to sell agency 
service to mortuaries, banks and 
small manufacturers. Must have car, 

ree to travel. Between 30 & 45 
years of age. Opportunity for right 
man to become successfully estab- 
lished with leading agency in its 
field. Organized 1919. Hahn-Roden- 
burg, Springfield, Illinois. 


Adv. Mgr. Publication Exp... .$8,000 
Advertising Asst. Mdse. Exp... 3,900 
ASST, ACCOUNT EXECUTIVE 5,000 
FASHION ARTIST 000 
SHAY AGENCIES 
30 W. Washington CENtral 9800 
KNOW SOMEP’N “BOUT STEEL? 
We need a man who can write tech- 
nical articles and advertising copy 
about any aspect of the steel busi- 
ness. Give us full details of your 
experience. Tell us what you expect 
for starting salary. Tell us when 
you can go to work, Give references. 
Box 9758, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Candy Advertising and 


Merchandising Man Wanted 
Midwestern Advtg. Agency (with New 
York office) handling large candy 
acct. wants man with many years’ suc- 
cessful experience in mdsg. and advtg. 
of candy bars either with manufac- 
turer or advtg. agency. Please don't 
apply unless you have an established 
reputation and background. We're 
willing and able to pay a good price 
for your experience. Our own staff 
knows of this advertisement. Write in 
confidence giving full details includ- 
ing salary wanted. 
Box 7154, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ADVERTISING 
ACCOUNT EXECUTIVES 


Some Chicago Advertising agency man 

. either a man now owning his own 
agency or an account executive controlling 
his own billing . . is going to make 
some real money for himself through this 
ad. The principal officers of an old estab- 
lished agency want a new man with bill- 
ing who is looking to the future. We've 
already got full facilities and personnel 
for any type of accounts and we're going 
to make a very attractive offer to the 
right man. This is strictly confidential. 


Write Box No. 7157, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinois 
SALES TRAINING 
COUNSEL 
Available for limited number Chicago 


area clients on an attractive fee basis. 
Not interested in easy-to-solve training 
problems. Tough objectives only! 


Box 7149, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 


Exceptional Opportunity for 
Advertising Layout Man 


To work on national account. Capable of 
interpreting ideas into effective, dynamic 
layouts. Must be experienced—retail pre- 
ferred. Write in complete confidence giv- 
pe qualifications, age, experience, and 
salary desired. Box 7150, Advertising Age, 
| 330 W. 42nd St.. New York 18 N. Y. 


Guaranteed Sales Letters 


You get at least 5% 
ters I write—or no et 


returns on let 
1 boosted sales 


more 


arge 


for store 6 reduced costs ratio 2% 
Doubled number of replies for manufac- 
turer igh average returns insure letters 
that sell for you Try two letters for 
healthy increase in your autumn sales 
Write Box 7151, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| service 


real 


MECHANICAL SUPERINTENDENT 
wanted by Chicago newspaper pub- 
lisher. Must be experienced in all 
phases of medium size union plant. 
All operations including typeset- 
ing, stereotyping and Rotary press. 
Write fully for personal interview. 
Box 9747, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


GAL WANTS A JOB. college 
graduate in advertising, three year 
agency experience... space and 
time buying, copy. Flexible type of 
position that will require work and 
room to advance preferred. Write: 
Box 9756, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


|Top flight Art Director-Layout Man 


available. Age 36. 17 yrs. agency ex- 


| perience on planning and producing 


consumer ads, industrial ads, pack- 
aging, catalogs, etc. Strong on crea- 
tive and supervisory ability. Versa- 
tile; congenial. Desires position with 
strong agency or mfr. Chicago area. 
Box 9741, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
COPYWRITER FOR HIRE... 
agency and free lance experience 
college graduate . general 
adv. knowledge. Write: 

Box 9754, ADVERTISING AVE 
100 E. Ohio St., Chicago 11, Ill. 
PACKAGING ARTIST—Free Lance, 
12 yrs. Exp. Creative, Eye Appeal- 
ing Designs, Crisp color comprehen- 

sives and Finish art work. 
Box 9729, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


layout Artist-Art Director 
Wants to move South-Southwest 


14 years’ experience, diversified ac- 
counts. Creative roughs, comprehen- 
sives, some finished. Qualified art 
director, knows type, production 
and graphic arts. Age 35, single. 
Box 9759, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


JUNIOR COPYWRITER ... fashion, 
food, home, trade and consumer. 
Limited agency and free lance 


experience. College graduate, agency 
background. 

Box 9757, ADVERTISING AGE. 
100 E. Ohio St., Chicago 11, Il. 
EDIToR—one who can produce an 
attrac. house or trade publ. on 
schedule and keep costs down. Adv. 
exp., univ. educ. and enthusiasm for 

tackling new problems. 
Box 9760, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
PART-TIME RESEARCH MAN 
specializing on oil equipment ac- 
counts only. Can spend 2 to 10 days 
monthly in your office, rest of time 
in oil fields. Secure data needed for 


better advertising, sales literature 
copy. It will pay someone to write 
for details. 
Box 9761, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 


ACCOUNT EXECUTIVE 
Wanted for Chicago Agency 
Man who has some billing and can 
additional accounts we will 
over to him. Top money and 
opportunity to become part 
of one of the finest medium sized 
agencies in Chicago. All our people 
know of this advertisement so write 

fully. 
Box 9727, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


turn 


POSITIONS WANTED 
SPACE BUYER... two years’ ex- 
perience as space buyer, six months’ 
media director ... college graduate. 

Box 9755, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MACHINERY WANTED 


2 Smith Stokes Model SN envelope 
sealers. Give condition and best 
price. Write W. S. Thomas, Clyde 
Collins, Ine., Memphis, Tenn. 
SPECIALTY WRITING 
TO IMPROVE sales balance of 
diversified lines. Quick to get the 
picture, quick to produce—copy 


that makes women buy. Merchandis- 


ing and sales promotional plans, 
point of sales training. Know both 
manufacturer and agency angle in 


marketing operation; thoroly ac- 


quainted marketing planning, exe- 
cution. Free-lance contract basis 
only. Chicago. 

Box 9753, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Armour Buys CBS Show | 


“Stars Over Hollywood,” spon- 
sored by Bowey’s, Inc., will be 
taken over by Armour & Co., Chi- 
cago, on Sept. 18. Now heard at | 
12:30 p.m., EDT, Saturdays on | 
CBS, the drama will shift to a/| 
new time—2 p.m., EDT, under the | 
new sponsor. Foote, Cone & Beld- | 
ing is the agency. | 


To Keelor & Stites 


Feldman Farm & Home Cen- 
ter, Milford, O., has named Keelor 
& Stites Co., Cincinnati, as its ad- 
vertising and merchandising coun- 
sel. Radio, newspapers and di- 
rect mail will be used to promote 
its frozen food lockers, as well as 
its grocery, meat, hardware and 
appliance departments. 


BRITISH PUBLICATIONS FOR AMERICAN EXPORTS 


THE BUILDER — W — The Builder House 
Catherine St., London WC2. Ed. I. M 
Leslie. Ady. Dir. John B. Perks. The lead- 
ing Architectural and Building Newspaper 
with world wide circulation. 


MACHINERY LLOYD (OVERSEAS EDI- 
TION)—Alt. W—6, Cavendish Place, London 
Wi. Ed. James F. Driver. Adv. Mgr. M. L. 
Layton. Engineering export journal in Eng- 
lish-Spanish covering British Empire Western 
Hemisphere. 


MACHINERY LLOYD (CONTINENTAL EDI- 
TION)—Alt. W—6, Cavendish Place, London 
W1. Ed. James F. Driver. Adv. Mgr. M. L. 
Layton. Engineering export journal in Eng- 
lish-French covering Europe. 

MACHINERY MARKET Est. 1879 W—Ward- 
robe Chamber 146A Queen Victoria St., Lon- 
don EC4. Ed. A. Edwin Culley. Adv. Mer. 
Henry Young. Britains leading business engi- 
neering journal with world wide readership. 
The sales supplement is the largest of any 
other engineering journal. 


years. 


and “contests.” 


went collectively berserk, 
thing.” 


chance.” 


part of American folkways. 


legacies, 
given away. 


DeSoto Changes Policy 


A liberalized new car owner’s 
service policy which permits the 
purchaser of a new DeSoto to take 
his car for two free inspections 
to any DeSoto dealer in the United 
States is now being issued. The 
new policy provides that the in- 
spections are to be made when 
mileages of 1,000 and 3,000 have 
been reached. 


Fisher Shifts Officers 


O. D. Fisher, one of the found- 
ers of Fisher Flouring Mills Co., 
Seattle, has been elected chairman 
of the board. John L. Locke, sec- 
retary and manager since 1941, 
has been elected president and 
general manager. D. R. Fisher 
has been named president and 
general manager of two affiliates, 
Gallatin Valley Milling Co. and 
White -Dulany Co., succeeding 
O. D. Fisher, who has been named 
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Teleradio lans Corner 


The cash and prize boom has been diagnosed by the Fed- 
eral Communications Commission as a pernicious form of 
radio lunacy and the wet sheets of restraint have been pre- 
scribed to the howling protest of the vested interests be- 
hind some 63 such money shows. 
news, attorneys for networks, sponsors and package pro- 
gram producers were trying to get the threatened FCC 
rules watered down or compromised so that the boom could 
run its course, estimated as good for at least two more 
Meantime other elements of the 
frankly relieved and grateful that the FCC had finally, if 
characteristically late, opposed the substitution for enter- 
tainment of appeals to the gambling spirit. 

During the spring a tale ran through the radio industry 
that Kaiser-Frazer would sponsor a giveaway show to top 
all giveaway shows with a $1,009,000 a year budget for 
prizes, some $20,000 weekly. 
Kaiser-Frazer finally settled for Walter Winchell at a re- 
ported “wage” of $650,000. But the story of the giveaway 
plan sent shivers down actors’ backs, caused advertising 
and program men of orthodox training to shake their heads 
and may well have reached the ears of the FCC. Members 
of AFRA openly advocated a new union rule to require 
stand-by actors for every contestant. 
tisers were paying listeners rather than talent. 

Old as merchandising is the argument about “premiums” 
Radio adapted rather than invented give- 
aways, but with that penchant for the super-colossal which 
often characterizes the medium, program producers have 
not just leaped on the bandwagon but gone on a reckless, 
demented joyride. Mink coats, trips around the world, com- 
plete mansions fully equipped with 72 electrical devices, 
a Filipino butler and a ten-year stock of Scotch—where 
could it all end but in lunacy? 
over-doing a_ so-called 
The FCC could overlook Tums’ “Pot O’Gold” some 
years ago because it was a more or less isolated case, but 
not 60 or so money shows, not “Stop the Music.” 
FCC was forced to recall a clause in the Communications 
Act against “lottery, gift enterprise or similar schemes of- 
fering prizes dependent in whole or in part upon lot or 


Regardless of how the FCC rules will ultimately be in- 
terpreted or enforced, there is going to be a permanent 
place in radio (and television) for question-and-answer 
and other audience participation programs. 


related come-ons that have drawn fire. 
persons will regret the demise of a premium system where 
baronial estates and B-29s are light-headediy 


This corner bids an unfond adieu to “funny money.” 


Within hours of the first 


industry were 


Nothing came of this and 


Talk was that adver- 


Not for the first time, radio 
“good 


The 


These are now 
It’s the telephone quiz and 
Few thoughtful 


,to the newly created position of 
|chairman of the board of these 
two companies. Llewellyn F. 
Wing has been appointed secre- 
|tary of all three companies. 


Kodak Promotes Barr 


William Barr has_ been 
named assistant general manager 
of the sensitized goods sales divi- 
sion of Eastman Kodak Co., 
Rochester, N. Y. He also will con- 


|tinue as manager of the com- 


pany’s industrial photographic 


sales division. 


Two to Cecil & Presbrey 


The Childs Co., New York res- 
taurant chain, and British Com- 
monwealth Pacific Airline have 
appointed Cecil & Presbrey, New 
York, to handle their advertising 
The agency already has British 
Overseas Airways Corp. as a 


client. 


MEMBERS OF THE AUDIT BUREAU OF CIRCULATIONS 


FOR EXPORT 


ADVERTISING 


EXPORT REVIEW DEVOTED TO MACHINERY, TOOLS, ELECTRICAL TRADE AND 
INDUSTRY 


WRITE FOR SPECIMEN COPY AND FURTHER PARTICULARS OF THE 
OVERSEAS EDITION AND CONTINENTAL EDITION OF 


MACHINERY LLOYD 


DEPT. AA. 
6, CAVENDISH PLACE, REGENT STREET, LONDON, W.1. 


Britain is Conservative ! 


For 106 years ** THE BUILDER" has been established as the Leading Weekly Newspaper 


for the Architectural Profession and Building Industry. 


Read and quoted by architects, 


contractors and merchants, ** THE BUILDER" has a World-wide Subscription List covering 


Europe, Africa, Asia, U.S.S.R.. N. & S 


America, Australia, India and the Pacific. 


CIRCULATION AND INFLUENCE BRING REMUNERATIVE RETURNS 
Space enquiries to:—Advertisement Director, 


THE BUILDER, 


LTD. 


The Builder House, Catherine Street, 


York. 


details. 


Two Capable Advertising 
Sales Executives 


to represent Food Trade Newspapers covering 7 major 
markets. One man to locate in Chicago—one in New 
Men must have wide acquaintance among 
agency account executives and should be known to 
food company advertising executives. 
commissions. Earnings to start approximately $7500.00 
with possibilities of double or more. Write giving full 


Box 7153, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


Salary plus 


Aldwych, London, W.C.2. Enal 
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SANDWICH SHOP OR STOCKROOM... 


From large plaars wich a hundred oF more 
to small retarl sores wich one Janits vl thousands of 


NEW _ SERIES—Surface Combustion 

Corp., Toledo, is using this and other 

ads in a new series that will appear in 

Business Week at three-week intervals 

into 1949. Beeson-Faller-Reichert, Inc., 
Toledo, is the agency. 
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Bendix Pushes 
‘Cannon Brigade’ 
with Magazines 


Soutu — Bendix 
Home Appliances will conduct a 
$750,000 campaign in September, | 
using magazines, newspapers and 
selective (spot) radio to support | 
the Bendix “Cannon Brigade,” a, 
store traffic building promotion. | 

Ads will offer a free Cannon | 
bath towel to every woman who} 
witnesses a dealer demonstration | 
of the new Bendix washer with | 
automatic soap injector. 

The company believes that the | 
drive is the costliest and the first | 
to use magazines in support of a| 
traffic building promotion. Costs | 
will be shared by dealers, dis- | 
tributors and the manufacturer. | 

A full-page ad will break in 
The Saturday Evening Post Sept. 
11 and Collier’s Sept. 18. News- 
paper mats of 1,200 lines for joint 
signatures of participating deal- 
ers, and 40- and 20-inch mats for 
individual dealers are available, | 
while 6,000,000 sales promotion | 
pieces have been delivered to! 
dealers. 

Handbills, truck banners, direct | 
mail pieces and telephone can- 
vasses will be used. Dealers will 
dress their stores with window 
streamers and clotheslines hung 
with pennants and Cannon bath 
towels. 

Each woman who witnesses a 
demonstration will receive a| 
towel and will sign a registration | 
card, giving her name, gael 
and information about her laun- 
dry equipment. Salesmen will 
follow up. In a test market, two 
dealers gave away 300 and 420 
towels, respectively, and each sold 
seven washers in three days. 

Tatham-Laird, Chicago, is the 
agency. | 


Appoints DeShong 

Andrew W. DeShong, formerly 
director of industrial services of 
the Republic National Bank, Dal- 
las, has been appointed assistant 
to the general manager of Chance 
Vought Aircraft division of United 
Aircraft Corp., East Hartford, 
Conn. 


Murdock to ‘Commerce’ 


L. B. Murdock, formerly man- 
ager of direct mail and space ad- 


vertising of Mead Cycle Co., Chi- 
cago, has been named advertising | 
manager of Commerce, published | 
by Chicago Association of | 
merce & Industry. 


| the mail, 58 American stations are| Sqnto Heads Video Dept. 


|expected to have completed ma-| 
|jor facilities improvements, | Don Santo has been named head | 
cluding power increases and fre- 


quency shifts. Fifty per cent of 


Did First Study these outlets are located in the top 


81 ABC Stations 
Added Since BMB 


ing Agency, Oakland, Cal. | Inc., Cincinnati baker. 


To Keelor & Stites 


relly | Keelor & Stites Co., 
“|of the newly formed television! has been named advertising and 
| department of Ad Fried Advertis-| sales counsel to Pennington Bros., 


New York—Eighty-one affili-| 100 market areas, Mr. Brandt) 
ated stations, 490,150 daytime) said. 
watts and 329,000 nighttime watts | Paes 
will have been added to ABC’s|) Two Name Bauer Agency 
coverage by the time the Broad-| Adrian Bauer Advertising 
cast Measurement Bureau con-| Agency, Philadelphia, has been 
ducts its second nationwide sur-| named to handle the advertising 
vey in March, 1949. of Quaker City Chocolate & Con- 
These figures were released by fectionery Co., maker of Good & 
Otto P. Brandt, director of net-| Plenty and So Big, and Quaker 
work station relations, who said| City Federal Savings & Loan As- 


ABC had conducted an intensi- | S°C/ation. 

fied drive to strengthen its posi-| 

tion in the first 200 markets. of Two Appoint Stanfield 
the new outlets, 17 are in the first); Harold F. Stanfield Ltd., Van- 
100 markets, 31 in the second and | Bing. 
nine in the third 100. American | ham & Hobbs Equipment Co 
now has 270 affiliates. Vancouver, and Queen Charlotte 
By the time BMB ballots are in Airlines Ltd., Vancouver. 


PRINTING PRODUCTS CORPORATION | 
Can Do For 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality, 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS | 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 
Monotype and Ludlow 
typesetting. 

All Standard Faces 


of type and special 
faces, if desired. 


i‘ is a large volume of the kind of printing Printing Products 
Corporation is best pp and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 

be promptly given. 

Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 
and COPY to MAILING. . 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price | 
because of superior facilities and efficient management. | 


f 
A — connection with a large, reliable printing establishment / 
will save much anxiety regarding attentive service, 

quality and delivery. 


| Good Presswork— 

one or more colors. 

Facilities for Binding 
as fast as the presses 
print. 

Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


wt ARE STRONG on our SPEC! 


(THE FORMER ROGERS AND HALL COMPANY) . 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 


C. HOPPE 
and Telephone Wabash 3380—tocal and Long Distance 
[hel cen Polk and La Salle Streets, Chicago 5, Illinois -W. E. FREELAND 
Treasurer 


Director of Sales 
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Wanted: Food Product 


I want to help some 
firm with a good prod 
uct become a_ national 
best seller This field 
is wide open! 


Box 7156, Advertising Age 


Adds 3 to Sales Staff | 


Fred Stickel, formerly with 
Campbell-Ewald; Mernie Brown, 
formerly with Montgomery Co., 
and Jack H. Bright, formerly with 
Horace E. Bean Co., have joined 
the sales staff of State Typograph- 


Phoenix Starts 
Drive for New 
Stripe-Top Hose 


MILWAUKEE—Phoenix Hosiery 
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pany said, represent a change in 
strategy since last spring when 
each magazine ad pushed all three | 
lines—men’s, women’s and chil-| 
dren’s hosiery. Children’s socks) 
are not being promoted this fall. 
Earle Ludgin & Co., Chicago, 


Standards Code 
Holds Spotlight 
at Opinion Parley 


New York—One of the major 


330 W. 42nd St., 


New York 18 ers, Inc., Detroit. 


/Co. announced last week that it iS the agency. 


will double its budget this fall) 


185 North Wabash Avenue 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


Chicago 1, Ill. 


Dearborn 5272 


and will enter Life for the frst | Air Force Musical 
time. to Be Aired on CBS 


Two-color full pages will run| “Skyway to the Stars,” a 
in Harper's Bazaar, Life and| weekly half-hour program star- 


Vogue, starting in October, to in-| ring singer Kay Armen, orches-| 


troduce Phoenix’s new easy-to-|tra leader Raymond Paige and 
identify, stripe-top stockings for| Air Force reporter Tex McCrary, 
wear on different occasions. Each | 3) ag oT CBS Sept. 4 at 
king carries a different color|,,” e@-)” DT. Bob Hope will be 
stoc ; ‘ | the first guest star on the broad- 
stripe at the top to identify the) cast, talent costs for which are 
| stocking’s purpose: red _ stripe! paid by the Air Force Recruiting 
| means “sheer for sturdy wear’;) Service. 

| blue stripe, “sheerer for afternoon! Ray Heatherton will be travel- 
_wear”; and white stripe, “sheerest | ing master of ceremonies for the 
‘for evening wear.” National Guard’s new CBS show, 


| A separate drive of one-column | “Military Ball,” which started 


sept. 4 at 11:15 p.m., EDT. The 
ads for Phoenix’s men’s socks will | program offers 30 minutes of 
run simultaneously in Collier's, | music by top name bands. Co- 
Look and The Saturday Evening jumbia donates the time for both 
Post. The campaigns, the com- | shows. 
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FACTS MEN STEER 


Men at the helm in business weigh policies daily 
with the help of the Journals of Commerce 


Turse days, events far and near quicken 
or retard the pulse of business. 

Events in one’s own city, in Washington or 
in a distant land can start a trend toward new 
scarcities . . . increased demand for specific 
commodities and products . . . a change in 
price structure . . . new control factors . . . 
marketing bottlenecks . . . an inventory 
squeeze . . . a narrowed or expanded profit 
margin. 

Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These com- 
plete daily business newspapers are edited 
solely for business, industrial and financial 
interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. 

To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 
interpret the facts and make decisions to 
meet the indicated conditions. 

No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that pro- 
vide the facts management executives steer by. 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top in- 
come market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Greater Journal of Commerce 
Market and rate cards. One order buys either or both, for sec- 
tional or nation-wide coverage. Get to the men who DECIDE 
...8tn the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N.Y. ® Chicage Journal of Commerce, 12 Grand Avenue, Chicago 90, IIL 


considerations of the Third Inter- 

national Conference on Public 

Opinion Research to be held at 
| Eagles’ Mere, Pa., Sept. 12-15, 
|will be consideration of the 
code of practices already okayed 
by six New York market research 
| organizations. 

The meeting—also billed as the 
first annual meeting of the Ameri- 
|can Association on Public Opin- 
| ion Research and the World Con- 
| gress on Public Opinion Research 
|—will consider what position 
AAPOR should take on the mar- 
keting code, what elements of 
public opinion survey practice are 
susceptible to group-maintaining 
standards, and how standards can 
be enforced without regimenta- 
tion. 

Presiding over this portion will 
be Philip Hauser of the Bureau 
of Census and chairman of the 
AAPOR standards committee. 

Among the speakers scheduled 
are: Clyde Hart, president of 
AAPOR, and director of the Na- 
tional Opinion Research Center, 
University of Chicago; Benjamin 
A. Cohen, assistant secretary- 
general for information, UN, and 
Jean Stoetzel, president of 
WCPOR, and director of Institute 
' Francaise Opinion d’Publique. 


Panel Chairmen 


Among the panel chairmen are: 
Philip McCarthy, Cornell sociol- 
ogist (experiences with probabil- 
ity sampling in private agencies); 
Albert Freiburg, Psychological 
Corp. (opinion research as an aid 
to public relations practice): J. 
Stevens Stock, Opinion Research 
Corp. (experiences with probabil- 
ity sampling in private agencies, 
II); Leo Nejelski, Nejelski & Co. 
(new developments in industrial 
relations research); Elmo Wilson, 
International Public Opinion Re- 
search (experiences and _ prob- 
lems of international opinion sur- 
veys); Mr. Hauser (standards in 
public opinion research); Rich- 
ardson Wood, head of his own 
company (public opinion research 
in the service of the local commu- 
nity). 

Also: Roy Morgan, Australia 
Public Opinion Polls (problems of 
opinion polls in the different coun- 
tries); William F. Lydgate, Amer- 
ican Institute of Public Opinion 
(academic and non-academic re- 
search, distinction and inter-rela- 
tion); Mr. Cohen (possibilities of 
utilization of opinion surveys by 
international organizations); Ren- 
sis Likert, head of survey re- 
search center, University of 
Michigan (problems of compara- 
bility of opinion and attitude sur- 
veys in various countries), and 
David Wallace, Time, Inc., (meas- 
uring the impact of mass commu- 
nications). 


Diebold Names Two 


| §. P. Flenniken Jr., formerly 
| manager of furniture sales of 
Berger Mfg. Co., has been named 
manager of the dealer sales of 
Diebold, Inc., Canton, O. Doran 
L. Bellamy, manager of the Mil- 
waukee branch of Diebold, has 
'been transferred to the general 
offices in Canton as assistant sales 
manager of the systems division. 


Levy Appoints Hail 

| Robert L. Hail, formerly art di- 
rector and sales manager of Con- 
|tinental Lithographers, Inc., has 
been appointed an account execu- 
|tive of Ted Levy Advertising 
Agency, Denver. 


Names Rea, Fuller 


Wood Newspaper Machinery 
Corp., Plainfield, N. J., has placed 
its advertising with Rea, Fuller 
& Co., New York. 
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know your car! 


You'll get complete service when 
you bring it to us! 


wheres 


WE WHO KNOW—Happy at the suc- 
cess of its five-week spring ‘fair trade” 


campaign, the Minneapolis Automobile ‘trade advertising with the car’ director of the National Associa- 


Dealers Association has opened a fol- 

low-up drive aimed at bringing 21 dif- 

ferent makes of cars home to their re- 
spective dealers. 


56 Minneapolis 
Car Dealers Join 
in Ad Campaign 


MINNEAPOLIS—Following closely 
on the heels of its initial success 
with a five-week “fair trade” 
campaign, the Minneapolis Auto- 
mobile Dealers Association has 
opened an extended campaign to 
promote car servicing, with the 56 
participating “authorized” dealers’ 
names and specific car makes in- 
cluded in the copy. 

The campaign, which broke in 
the Minneapolis Tribune Aug. 8, 
will continue with insertions every 
two weeks until the end of the 
year. Erwin-Wasey, the Minne- 
apolis agency handling the cam- 
paign, was appointed last April by 
the MADA. 

The Minneapolis dealer group 
has instituted group advertising, 
and at the same time has main- 
tained emphasis on the various 
competitive motor car names. 
Chrysler and Ford have used the 
“bring your car home for serv- 
ice” angle but only as individual 
companies. In the Minneapolis 
campaign, 21 different automobile 
names are featured in the “serv- 
icing” copy. 


Radio Tie-ins 


In addition to 1,000-line bi- 
weekly advertisements, dealers 
will tie in- their radio programs 
(some 20 dealers have their own 
shows) with the campaign, and 
have been furnished radio scripts 
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| fostering good will among the em- 
-ployes as well as the public. 
| The success of the original five- 
/week campaign was credited with 
| Prompting a continued program. 
Dealer groups from all parts of 
the nation have asked for infor- 
mation about the “fair trade” car 
/campaign conducted in April. Re- 
‘quests have been made to the 
Minneapolis group by other asso- 
_ciations to purchase the advertise- 
/ments for use in their own cities. 
As a result of the demand, Er- 
| win, Wasey & Co. plans to syn- 


dicate a copyrighted “advertising | Tobac ° rou 
|package” of both the first series | co Group 


,and the current series. Dealer 
| groups in other cities may use the 
|identical material by inserting 
their own organization name in 
electroplates and mats furnished. 


Next year, 


the Minneapolis | succeeding T. F. Flanagan, who 


service advertisements in another | tion of Radio Station Representa- 
extensive campaign aimed at/| tives, New York. 
+breaking down consumer atti-| Mr. Flanagan was for many 


| tudes wa ler trade .| years president of the Penn To- 
toward dealer tra bacco Co., Wilkes-Barre, until its 


merger with the Bloch Brothers 
Copy in the current campaign |'Tobacco Co., Wheeling, W. Va. 
stresses that: “Every make of au- 


tomobile is different. Parts are | ry 
Forms Art Studio 
Stan Lee, formerly art director 


always depend on a dealer 

‘specializes in servicing your make 
of car. It will pay you to always |Stan-Lee Studios, temporarily lo- 


\go to an authorized dealer of the | cated at 350 5th Ave., New York. 
}ear you drive. 


‘Guide’ Changes Name 

Effective with the September 
issue, “American Aviation Air 
Traffic Guide,” Chicago, will have 
| its name changed to “Official Air- 
line Guide.” 


Auto Dealers to Meet 
The Federation of Automobile 


‘Names Stephano 


| Stephen C. Stephano, vice-pres- 
|ident of Stephano Bros., Philadel- 
phia, has been appointed chair- 
/man of the Associated Tobacco 


| Manufacturers, Washington, D.C., 


group plans to alternate the fair | has resigned to become managing | Dealers Associations will meet at 


| Banff, Alta., Sept. 14-15. 


Forms Publicity Co. 

Products Publicity has been 
formed at 7534 Plum St., New 
Orleans, to promote new products. 


TEACHERS 
"product information" 
along with education 


CTOR 


COY CODGERS 


STAR OF 
STAGE-SCREEN-RADIO 


FREE 
AUTOGRAPHS 


SCHOOL SUPPLIES 
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which apply to each of the ads. | 
A future insertion will feature all | 
the service managers employed by | 
the participating dealers, aimed at 


in the basic source 


OF MARKET INFORMATION 


ASK ANY CINCINNATIAN 


xIndustrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Here's a lesson from the book of 
experience. 
Stores, 
disers everyone, prove that Cin- 


ment 


cinnati 


be id 


inseparable 
more Main Store linage in the 
Times-Star during the first six 
months of 1948 than in the other 
evening paper, 129°; more than 
in the morning paper, and 76% 
more than in the Sunday paper. 


Depart- 


merchan- 


Cincinnati 
shrewd 


Times-Star are 
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| dealers will be provided with dis- 
wow “NO COMPETITION Sloane-Blabon |play materials and will be offered 
t t F 1] standardized electric signs high- |. 
@) ar a lighting the company’s new trade- 
mark. 
Magazine Dr Ive _ Geyer, Newell & Ganger here 


New York—Sloane-Blabon the agency. 


| Corp. will conduct a drive this 


|fall for its smooth-surface floor | Champ Names Eckels 
coverings, using seven magazines | George R. Eckels, formerly ac- 
| and a list of trade publications. | count executive in the New York 
Beginning this month, four-| office of N. W. Ayer & Son, has 
color full pages will run in Amer-| been appointed advertising and 
ican Home, Better Homes & Gar- Sales promotion manager of 
dens, Capper’s Farmer, Country | Champ Hats, Inc., Philadelphia. 


Gentleman, Ladies’ Home Journal, | Di } . N Offi 
BAYONNE CANNOT BE SOLD | Progressive Farmer and Small | = dl t ape! one 
r. 
FROM THE OUTSIDE Homes Guide. Copy and art will | 


consultant, has taken 
You are holding a “Royal Flush’ in the |Gramatize the use of floor cover- | larger space at 38 Ww 69th St 
wealthy Bayonne market when you use THE ings in making over three types | A 2 " 
BAYONNE TIMES - - - No other paper or pa 7 ., | New York, to provide more room 
combination of papers can compete. THE | Of rooms—the spare or “problem”” | for his “audience reaction labora- 


BAYONNE TIMES delivers over 500% more| room, the den or library and the | tories.” 
ireulation th ot i | tories. 
than all other evening papers | vitra-modern kitchen. 


Send for the TIMES Market Data Book § Two-color and black-and-white | Appoints Franklin 


spreads and pages will be used in : 
THE BAYONNE TIMES flooring and furniture trade pub- Arthur J. Franklin, formerly 
MATIONALLY REPRESENTED general sales manager of Joseph 
BOGNER & MARTIN lications, featuring progress of the Reiss Associates, has joined the 
¢ expansion and modern- | National Silver Co., New York, as 
: ization program. In _ addition,! chain store representative. 


Canadians understand volume 


They not only understand volume, they seem to enjoy it thoroughly, judging by 
results. But after all, there are just under thirteen million people in Canada. And if 
you want volume production you've got to reach a high proportion of them. 

We think that’s why so many advertisers—those who already have volume, and 
those who are seeking it, use The Star Weekly's volume market. 

When you consider that through The Star Weekly alone you reach every third 
English-speaking home in Canada (every second one in the concentrated urban 
centres)— it’s not as difficult, or as expensive as you might think to reach a potentially 


tremendous market. 


Furthermore it’s a good market, with a little bit more of everything than you might 
expect. Complete details are in our last audience analysis “Some people had a 


peculiar idea...” 


the Stan 400,000 creation nsachorAr% 
tia hemos Comodo, 


Cost of Advertising in the Star Weekly 4 
The cost of black and white advertising The STAR WEEKLY 
in the magazine section is $2.00 a line; 
in comic section $2.60 a line and in roto- 


gravure $3.30 a line. Color rates also PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA 
offer economical advertising to national Montreal Office: University Tower Building. 
advertisers, : U.S. Representatives: Ward-Griffith Co. Inc. 


| 
THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA | 


Bob Hutton of the Woman’s Home Companion is the proud father 
of a baby daughter, Mary Roberta. . . A recent addition to the Rein- 
hard Knudsen family, (Botsford, Constantine & Gardner, Seattle 
office) was a girl—their third. . . 

Oveta Culp Hobby, wartime dir. of the Wac and now v.p. of the 
Houston Post, will be one of the eight prominent people who will 
serve as judges in the second annual “Voice of Democracy” con- 
test for high school students, sponsored by the NAB, Radio Manu- 
facturers Association and the U. S. Junior Chamber of Commerce. . . 

E. Palmer Hoyt, 
editor and publisher 
of the Denver Post, 
is general chairman 
of the 1948 Commu- 
nity Chest drive, with 
Hugh B. Terry, man- 
ager of KLZ, as co- 
chairman — a team 
that looks promising 
for an over-the-top 
total for Denver. . . 
Chairman of down- 
town business district 
division for the Los 
Angeles Community 
Chest drive is John R, 
Christie, v.p. of the 
Citizens National 
Trust & Savings 
Bank and immediate 
past pres. of the Los 
Angeles Adclub...In HAWAI!l BOUND—Lloyd Myers, vice-president in 
Dallas, James M. San Francisco of Holst & Cummings, Honolulu 
Floyd, ad mgr. of the gency, and Mrs. Myers are shown aboard the 
Lone Star Gas Co., Matson Liner SS Lurline as they sailed from Los 

ri ° awali. ers is accou executive 


munity Chest. . . 

General Julius Ochs Adler, v.p. and gen’l mgr. of the New York 
Times, will receive a Neiman-Marcus award at the store’s 11th fall 
fashion exposition in Dallas Sept. 6. The award will be made “in 
tribute to a great American newspaper for initial recognition of 
fashion as a source of news and for its establishment of the note- 
worthy ‘Fashions of the Times,’ an annual showing which has 
served to inspire the fashion industry.” . . 

The Travelers Aid Society of New York has some top rank ad- 
men lined up for its fund campaign, which begins in September 
with a $409,000 goal. James H. S. Ellis, pres. of the Kudner Agency, 
is chairman of the advertising agencies division; Thomas W. 
Balfe, v.p. of National Distillers Products Corp., is general chair- 
man; William C. Johnson, Snyder & Black, display advertising di- 
vision; Sydney H. Eiges, v.p. in charge of press, NBC, radio di- 
vision, and Raymond B. Bowen, ad director, The New Yorker, 
magazine advertising division. . . 

Francis S. Murphy, publisher of the Hartford Times, has been 
appointed chairman of the new Hartford Aviation Cadet commit- 
tee. . . Verne Hobbs, who has operated an art service in Milwau- 
kee for the past 15 years, working for some of Wisconsin’s top 
manufacturers and their agencies, is moving to California Sept. 
15 and will be at the Hotel Green, Pasadena, until further notice. . 


GILLIN HONORED—A+t a surprise breakfast given by members of the [0th 

District, National Association of Broadcasters, John J. Gillin Jr., president 

and general manager of WOW, Omaha, receives a silver plaque in recog- 

nition of his 14 years as lO0th District director of NAB, a post he is now 

relinquishing. Harry Burke (left), general manager, KFAB, Omaha, is shown 

making the presentation, abetted by Bill Quarton, manager of WMT, 
Cedar Rapids. 


Harry E. Shubart, Denver public relations man, will teach a 
ten-session course in “Public Relations Today” at the University 
of Colorado Institute of Adult Learning this fall. . . 

Charles J. Lanphier, president of WFOX, Milwaukee, and the 
League of Wisconsin Radio Stations, has married his secretary, 
Grace Landre. They are honeymooning in the West. . . 

William Drennan Geer Jr., 14-year-old son of William Geer, pub- 
lisher of Fortune, and a lifeguard at the Surf Club at Quogue, L. I., 
took part in an exciting sea rescue last month when they rowed 
out in the Atlantic and picked up Carl Bellinger, chief experimental 
test pilot for Republic, who had parachuted from his exploding 
Thunderjet. . . 

Dr. Vergil Reed, associate director of research of J. Walter 
Thompson, has been invited to serve on the Secretary of Com- 
merce’s Travel Advisory Committee which has been organized to 
encourage non-immigrant travel between 14 participating European 
countries. . 
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Video Investment — 
Company Makes 


Adair, consulting radio engineer 
and formerly chief engineer of the 
FCC; Dr. William L. Everitt, head 
of the University of Illinois de- 
partment of electrical engineering, 
and Dr. Frederick E. Terman, 


‘dean of the Stanford University 


Chicago Debut 


Cuicaco—Following Securities | 
and Exchange Commission appro- 
val, the $45,000,000 open-end in- 
vestment company, Television |} 
Fund, Inc., has made its debut | 
here as a potent factor in future 
television financing. 

The company has an authorized | 
issue of 5,000,000 shares of $1. 
par value common stock, of which 
12,500 were sold privately in May 
of this year at $9 a share, to ob- 
tain initial capital. 

Purpose of the organization will | 
be to finance (primarily on a | 
long-term basis) television manu- | 
facturers, stations, suppliers and 
interested motion picture compa- 
nies as well as other corporations 
interested in television. 

The open-end investment com- 
pany, developed in England and 
Scotland in the last century and) 
introduced in the U.S. in the’! 
1920’s, has become commonplace 
in the U.S. since passage of the 
Investment Company Act of 1940, | 
which is administered by the SEC. 

It had not previously operated 
primarily in the television field, 
however. The open-end invest- 
ment company acts as an invest- 
ment instrument for individuals 
who wish to combine their finan- | 
cial strength with others in order 
to hire counsel and management 
to administer their capital with 
a minimum of risk. A corpora- 
tion of this type of necessity lives 
in a goldfish bowl, since investors 
know exactly what stock issues 
are held with each quarterly re- 
port, and can usually find out 
between such intervals. 


75% of Funds Liquid 


The company guarantees that at 
least 75% of the funds will be in- 
vested in readily marketable se- 
curities or kept in cash at any one 
time. Fifty per cent of assets will 
be kept in companies primarily 
interested in video, or in govern- 
ment securities, and 90% of the 
net income will be distributed as 
taxable dividends each year. 

At any time, the Television 
Fund will issue or redeem shares 
at their asset value, through Tele- 
vision Shares Management Com- 
pany, principal underwriter of the 
issue, which collects one-eighth of. 
1% of the average of daily clos- | 
ing asset values of the fund as its 
quarterly management fee, with 
total yearly fee limited to half 
of 1% of daily closing values. 
Total net expense to the fund, less 
taxes, is limited to three-fourths 
of 1% at end of year. 

The group of financial and busi- 
ness men originally sparking the 
fund is headed by Chester D.,. 
Tripp, who is also president of 
Consolidated Copper Mines and 
Grip Nut Company and chairman 
of Economic Trend Line Studies. | 
Other directors include William 
P. Pope, vice-president of Neu- 
mode Hosiery Co.; Charles D. 
James, president, Northwestern 
National Insurance Co.; Russell H. 
Matthias, attorney, and Herbert 
H. Taylor, president of the Frank- 
lin County Coal Co. The Irving 
Trust Co., New York, is custodian 
of the fund. 


Retains Consultants 


As technical consultant to the 
management of the fund, Tele- 
vision Associates, Inc., Chicago 
video engineering and advisory 
organization, has been retained. It 
is headed by Keith Kiggins, for- 
mer American Broadcasting Com- 
pany vice-president. 

In addition, Television Fund, 
Inc., also has retained an advisory 
board which includes George P. 


school of engineering. 
Television Shares Management 
o0., principal underwriter of the 
fund, is headed by Robert D. 
Michels, radio and theater execu- 
tive. Paul A. Just, until recently 
manager of the investment com- 


pany department of Shearson, 
Hamill & Co., stock exchange firm, 
is executive vice-president and 
director of national sales of Tele- 
vision Shares Management Co. 

The two companies have ap- 
pointed J. R. Pershall Co., Chi- 
cago, to handle their advertising 
and public relations. 


Pure Oil Offers Booklet 


“So You’re Going to Vote,” a 16- 


| 


distributed free by the dealers of 
the Pure Oil Co., Chicago, starting 
Sept 20. The booklet will be of- 


fered as a public service on “Pure | 


Oil News Time,’ NBC newscast 
with H. V. Kaltenborn and Rich- 
ard Harkness five evenings a 
week. Leo Burnett Co., Chicago, 
is the agency. 


Joins Needham, Louis 


Jack Amon, formerly art direc- 
tor of Grant Advertising, has 


page pocket-size booklet on the joined Needham, Louis & Brorby, 
hows and whys of voting, will be Chicago, in the same capacity. 


SMART DISPLAY 


Lorge Presentation Ring Binders with 
metal bound tr plasne 
Sizes for sheets 22 17,17 14,14«11 


1) Stiff & flexible attractive covers. 
Also Zipper Case Presentations 1) « 14, 
11 Sold only thru leading V.P. D. 
stationers in the U.S. A 


For 
Visual Splling Aids write 


Its impossible a 


cant cover California’ss Bonanza Beeline 
without on-the-spot radio 


Bonanza is right! Gross Effective Buying income in the 
Beeline now tops $3 Billion. Annual retail sales are $337 
Million higher than all of Connecticut’s.T 


But don’t rely on outside radio to sell in this part of 
California and Nevada. There are too many mountains— 
natural barriers that turn away outside radio signals. 
Use the stations located right in major Beeline cities— 
the five BEELINE Stations. 


As a combination or individually, the BEELINE 
stations are your top buy. Look at KMJ Fresno, for 
example. Its latest Hooper rating for the Sunday through 
Saturday 6 PM - 10 PM period is more than three times 
higher than the next closest station. Get the full Beeline 
story from Raymer. 


+ Sales Management's 1948 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


PAUL H. RAYMER CO., National Representative 


KERN 


SACRAMENTO, CALIFORNIA @ 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 kc. 


KOH 


KWG 


Reno (NBC) Bokersfield (CBS) Stockton (ABC) 
1000 watts 630 ke. 1000 watts 1410 ke. 250 watts 


1230 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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GORRENT 


than 


Women ... men are far more important 
than some advertisers traditionally believe 
—in the brand choice and purchase of plenty 
of products. You’ve just turned the pages 


(22 and 23) which show that in automobiles 
it's a man’s world. 


But not just in automobiles... Would you have 
guessed that husbands buy well over half the watches 
their wives wear? And that half the time these men | 
alone choose the brand! 


Would you have guessed in the decorating field that 
the brand of inside paint was decided by more 
husbands alone than by husbands and wives to- 
gether or just by wives? 

As for radios and radio phonographs, husbands de- 


cide on the make and actually do the purchasing by 
themselves twice as often as their wives! 


We've already got the facts on 65 different 
products. If you’d like to know what we | 
know about your product, write or call: 


TRUE 


THE MANS MAGAZINE 
67 West 44th Street, New York 18, N. Y. | 


| 


| 
| 


REVERE 
FOR 
COLOR 


Paul Revere 
/ America s First Engraver 


DEV POE enceaving co. 


7i2 FEDERAL STREET - CHICAGO -S 
Phone. UAB osh 8816-8817-8818 


leadership. 


Trager to LaRoche 


Federal Reserve Figures on Department Store Sales § James F. Trager, formerly wit! 


WASHINGTON — Retail sales in 
department stores for the week 
ended Aug. 21 were up 12% over 
dollar volume of sales for the cor- 
responding week of last year, ac- 
cording to Federal Reserve Board | 
reports. 

The index moved up to 272, well | 
over 60 points above the sum-| 


mer low six weeks ago. For the} 


fifth successive week, none of the 
districts registered losses in the 
year-to-year comparison, although 
the Boston (first) district showed 
no change. 

Greatest district gain was that 
of the Chicago (seventh) district, | 
where sales were up 24% over the 
same week last year. The un- 
usual rise was sparked by a 39% 


DEPARTMENT STORE 
SALES INDEX = 


1935-39 EQUALS 100 


Week to Aug. 21, '48* p272 
Week to Aug. 14, ’48* 258 
Week to Aug. 23, ’47* 243 
Week to Aug. 16, '47* 225 
Month of June, .p313 
Month of June, °47.. .289 


pPreliminary. 
*Not adjusted seasonally. 


increase in Milwaukee, where the | 
centennial exposition and State’! 


| Fair drew record crowds. 


Milwaukee thus took over the) 
first place spot among the cities, a| 
position which Houston has held 
almost continuously for seven 
months. New Orleans landed in| 
second place with a 34% boost, | 
and Tulsa was third, with a 29% | 
dollar volume sales gain. 

Low district was the Boston | 
area, which reported no gain nor 
loss. Only three cities showed 
losses: Boston, off 4%; Denver, off 
4%, and the Los Angeles area, 
down 5%. In Los Angeles, how- 


| ever, only stores which have been 
| open in both years are measured. 


The newer stores are not included 
in the year-to-year comparisons. 
Yr.-to-Yr. Gain 
Week Ending 


| Federal Reserve Aug. Aug. Aug. 
district and city 7 14 21 
UNITED STATES... 17 12 
Boston District ... 9 18 0 
New Haven ..... 17 26 6 
6 19 -—4 
Springfield .... 18 28 
Providence ..... 10 5 ti 
New York District 11 r13 
7 rio 
23 r33 22 
9 ry 1 
Rochester ...... 24 r3 15 
Syracuse ....... 16 ri6 4 
Philadelphia Dist... 2 
Philadelphia .... r10 18 
Cleveland District. 21 21 21 
Cincinnati ...... 27 ris 24 
Cleveland leh 19 22 21 
Columbus ...... 27 24 27 
26 r2: 23 
Pittsburgh ..... 21 23 1% 
Richmond District. 12 15 7 
Washington .... 11 13 7 
Baltimore ...... 13 19 8 
Atlanta District... 16 11 18 
Birmingham .... 11 13 14 
New Orleans ; 18 14 34 
} Nashville ..... 6 23 
Chicage District .. 21 16 24 
OPS 23 13 24 
Indianapolis .... 22 17 22 
Milwaukee bie 22 26 39 
St. Louis District... 24 10 17 
Little Rock ..... 32 15 23 
Louisville ...... 33 20 17 
18 11 18 
Memphis ....... 23 13 15 
Duluth-Superior 
Kansas City Dist... 23 rg 7 
16 3 ~-4 
18 19 
Kansas City .... 29 7 6 
St. Joseph ...... 26 5 t 
Oklahoma City . 21 16 8 
30 15 29 
Dallas District 15 12 12 
10 4 10 
Port .... S 0 11 
Houston ....... 34 39 26 


‘quizzes by which supervisors, | 
test their knowledge of manage- | 
|Management I. Q?” priced at 20/| 
|Supervisors and Executives,” a 


longer quiz priced at 25 cents, test | 
knowledge of organization, train- | CHICAGO 40 


Stern Brothers and Gimbe 
San Antonio .... 15 8 6 | Brothers, New York departmen 
San Francisco Dist. 16 r10 rl stores, has joined the copy staf 


Los Angeles Area 21 13 — 
—— 18” 3 of C. J. LaRoche & Co., New 


San Francisco .. 11 7 4 | York. 
ee 10 19 16 


ing methods and psychology of 


6 6 3 


r—Revised. 
*Data not available. 


Print Management Tests 


The American Management As- | 


sociation has published two | 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 


foremen and top executives can 


ment principles. “What’s Your| a 


Alexander 
McQueen 


$222 N. LAKEWOOD 


cents, and “Self-Analysis Quiz for | 


FA FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA | 


You Need Only 
One Station to Reach 
A Billion Market 


There are more than eight million people concen- 
trated in the four-state area reached by WWVA’s 
powerful voice: people who live and work in the 


great mining and industrial area of Eastern Ohio, 
Western Pennsylvania, West Virginia and Virginia. 
Reach this potent market with one station, one 


cost, one billing—with WWVA. 


Contact Your Nearest 


EDWARD PETRY Man Today! 


WHEELING, 
WEST VA. 


Word gets around 
fast when you sell 
your products thru 
the top favorite 
magazine of the 
20,000 key primary —a total exchange 
and elementary school readership of 80,000 


teachers — 


Write for details — Dept. 1024, 538 S. Clark, Chicago 5 
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Forbes Launches 
Drive for Readers 
of New Magazine 


‘Nation's Heritage’ 
to Carry No Ads; 
Costs $150 a Year 


New York—In a full-page stiff-board linen cover, and the | 


vertisement in the New York 
Times on Sept. 7, B. C. Forbes 
Publishing Company will 
nounce formally the publication, 
starting next January, 


tion’s Heritage, described 
“America’s most 
magazine.” 


The ad, through Albert Frank- 
Guenther Law, wiil carry a cou- 
pon offering a 20-page brochure 
describing this bi-monthly, $25- 
$150-a-year publication. 


a-copy, 


Response to it 


will determine 
the extent of the 
publication of 
this insertion in 
other leading 
dailies. 

Malcolm 
Forbes, son of 
B. C. Forbes and 
publisher of Na- 


tion’s Heritage, 
M. S. Forbes hopes that re- 
sponse to the 


newspaper, direct mail (through 
Dickie-Raymond Co., Boston) and 
field selling campaigns will have 
been enough by January to justify 
a spread in “Life and other maga- 
zines,” urging millions of readers 
to “ask to see a copy in your pub- 
lic library or where you work.” 
As circulation mounts the price 
will be scaled down. In five years 
Mr. Forbes hopes to be selling 
100,000 at $50 to $60 a year. 
Meanwhile, the print order of 
the first 12x15 inch, 224-page is- 
sue will be 5,000. All circulation, 
however, will be paid. The maga- 
zine will not carry advertising. 
Robert K. Heimann has been 
named editor, and Thomas d’A. 
Brophy of Kenyon & Eckhardt, 
president of American Heritage 
Foundation, will write the fore- 
word for the inaugural issue. 


Mostly Pictures 


The magazine has undertaken 
the large assignment of presenting 
“by means of illustration (it will 
be 90% graphic) the whole Amer- 
ican panorama—the resources, the 
living patterns, the culture and the 
traditions of all the people and of 
all the land.” Its “eight basic in- 
gredients” will be “The Land, The 
People, The Home, The Arts, The 
Past, Industry, Learning, Diver- 
sion,” 

Each issue will carry a major 
section on each of these eight, 
plus 40 or 50 pages of “frag- 
ments.” A monthly section on in- 
dustry might be devoted to oil or 
steel, Mr. Heimann said, or it 
might cover the impact of an in- 
ventor, such as Thomas A. Edison, 
on various industries, from elec- 
tric light to movies and phono- 
graphs. 

Each section will be the com- 
posite work of various writers and 
illustrators, all of whom will be 
anonymous. Credits for borrowed 
illustrative material will be listed 
in the back of the book. Avail- 
able material of associations, 
companies, etc., also will be used. 


True Portrayal of America 


Malcolm Forbes emphasized 
that Nation’s Heritage will not be 
“defensive—upholding the Ameri- 
can way of life against Commu- 
nism. Neither will it wave the 
American flag aggressively on 
every page. It will try to mirror 


of 


America in its strength and its 
weakness, in its beauty and its 
ugliness.” 

The concept of the magazine, he 
explained, sprang from the in- 
terest of millions of Americans 
last year in the tour of the Free- 
dom Train. The Forbes people 
thought that such enthusiasm for 
the documents and symbols on 
which the nation was based would 
lead to even greater enthusiasm 
|for a continuing portrayal of the 
jnation and the people who de- 
_veloped from them. 
| Nation’s Heritage will have a 


inside pages—put together by 
| seven different processes — will 


an-|employ from 100-pound coated to ‘American 


|120-pound coated stock. 


Because of the “semi-institu- 


|“public relations” advertising 
might be out of harmony. Ad- 
|vertisers and brands, however, 


| will be mentioned by name where 
they “belong” to a story. 


company will urge subscriptions 


rooms. 


Big Names on Tap 


Thus far subscriptions have 


|of Malcolm Forbes and other ex- 
|}ecutives of the company with ex- 


| ecutives of corporations and other 29d the Public Library of New-| 


| prominent people. 

The list of charter corporate 
| subscribers (from one to 10 copies 
leach) includes Aluminum Co., 
| Broadcasting Co., 
|American Telephone, American 
'Tobacco, Baltimore & Ohio Rail- 


as | tional” and “historical” nature of ‘road, Bethlehem Steel, Celanese 


distinguished | the book, it was felt that even /|Corp., Chase Bank, Cities Service, 


| Coca-Cola, CBS, Continental Bak- 
|ing, Continental Can, Crowell- 
| Collier, Eastern Air Lines, Fred 
|Eldean Organization, 

/Foote, Cone & Belding, Gimbel 


Flintkote, | sociates, New York, 


Eckhardt, Kudner 


tional Dairy, National Lead, New 
York Curb and Stock Exchanges, 
Parade, Inc., J. C. Penney Co., 
Pittsburgh Plate Glass, RCA, Re- 


(N. J.) and the Amherst College 
Princeton University libraries, 


|ark, N. J. 

Individual subscribers—whose 
|/names are expected to add weight 
| to 
are primarily presidents and other 


the subscription campaign— | 


In its promotion, the Forbes | Brothers, Johns-Manville, Kenyon| BBDO Transfers Drury 
Agency, 
for college and community li-| Manufacturers Trust, Glenn i 
braries (if necessary, as the gift|Martin Co., J. M. Mathes, Inc.,| Barton, Durstine 
of individuals) and by companies | Merrill Lynch, Pierce, Fenner &! been transferred to the agency’s 
for use in their reception rooms, Beane, J. P. Morgan & Co., Na-| San Francisco office in the same 
libraries and employes’ recreation | tional City Bank of N. Y., Na-| capacity. 


Ward Drury, research director 
the Chicago office of Batten, 
& Osborn, has 


Columbian Moves 


' Columbian Advertising Agency, 
Los Angeles, has moved its offices 


been signed by personal contact | Vere Copper & Brass, Standard Oil | to 307 N. Harvard Blvd. 


SHORT RUN 


| 


DISPLAY PRINTING 
by OILTONE silk screen 


| top executives of these concerns. | 4-COLOR PROCESS 
| @< HALFTONE 
Bach Adds Four | LINE 
| Cindy Frocks, Helen Lynne | Sizes 
to 32x 44 
| Dresses, Lila Lee, Inc., and | Up 


Adrienne Joan Dresses, New York, | 
| have appointed Henry Bach As- 


their advertising. 


OIL COLOR LIT 
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Ad-libber Gets Offer 

To the Editor: Thank you for 
reference [Ad-libbing] to my 
editorial “Courage Goes Deep” in 
a recent issue of “Trailer Talk,” 
edited by me. 

Looks like apologies to the 
memory of Hugh Walpole are in 
order, and that the drinks are on 
me. If’n you ever get down this- 
away, that drink shall be yourn. If 
the soda jerker has read Elmer 
Wheeler, he'll say “Large or 
small?,” and I’ nod the noodle 
when he says Large. 

My stuff is sometimes written 
months in advance, and I don’t re- 
member where I saw that quota- 
tion credited to Barbara Stan- 
wyck. However, I’m glad to know 
of my mistake. Such reminders 
make us more careful. 

I like your weekly tasasete | 
and, even though I’m not an 
agency looking for new accounts, 
get a heap of information and in- 
spiration from it. 

JERRY FLEISHMAN, 
Baltimore, Md. 


What's New? 


To the Editor: Enclosed clipping 
from ADVERTISING AGE Page 37, 
Aug. 2 issue, showing “Frozen 
Four Roses,” is a deliberate plag- 
iarism of a national campaign 
used by the South Bend Watch 


This department is a reader’s forum. Letters are welcome. 


| doubt of my statement, I will bet 


Co., South Bend, Ind., during 
World War I. Both Frankfort Dis- 
tillers and Young & Rubicam, its 
agency, know this. 

The South Bend watch was 
shown frozen in a cake of clear 
ice to demonstrate that it would 
keep accurate time, frozen solid. 
Newspapers, magazines, window 
displays for jewelers’ windows 
were all used. 


to write copy it is bad enough, but 
now, the offense is to be deliber- 
ately repeated, according to AA. 

I protest, and I ask that this 
letter be published in the name of 
fair play. 

H. ENGLAND, 
Brooklyn, N. Y. 

Mr. England’s accusation of 
plagiarism strikes us as mighty 
far-fetched, if not downright silly. 


Last summer, when this Four! Are food advertisers who use| 


Roses copy and displays first came | recipes plagiarists because other 


to my attention, I wrote to the | food advertisers used _ recipes 

president of Frankfort Distillers,| decades ago? What do readers 

New York, explaining that I pos- | think? 

sessed the watch used for this vvwy 

copy, the tear sheets of the adver- 

tising of the South Bend Watch Co. 

and protesting at Frankfort Distil- ~ 

lers’ use of this plan. back to school this gift—, says 

I said to the president of Frank- ; d _" atchmakers of Switzerland 
fort Distillers, “If you have any TAKE WITH YOU back to 
school this copywriter. 

I have nothing more to say— 
except—I know a young man who 
didn’t have enough experience to 
write copy for the agency* that 
| produced this. 

W. C. HENRICHSEN, 
Advertising Manager, C. & E. 
Marshall Co., Chicago. 

*Name on request. 

P. S. The young man mentioned 
above is now in our department, 
and not doing too badly. 


A Switch, Maybe? 


you $100 and as neither of us need 
this money, the loser shall send 
his check to Summer Camps, 
Crippled Children, Brooklyn, 

Frankfort Distillers replie 
through their advertising agency 
(I have the _ correspondence). 
Young & Rubicam replied that 
their copy man was too young to 
remember anything about copy | 
during World War I. BUT, no) 
offer to cover my bet. If Young | 
& Rubicam employs adolescents | 


Where else the 


UNITED 
STATES 


Can the national advertiser reach 


every newspaper 
metropolitan city area of over 


500,000 population for as little 


as 55c per line 


per line Sunday ? 


The 
and Louisville Times 
give their advertisers 
15%,-or-better cover- 
age in 70 counties of 
the rich Kentuckiana 


area. 


335,585 DAILY e@ 


| To the Editor: Referring to the 
“Men of Distinction” series. 

Did you know that the Levering 
Coffee Co. of Baltimore packs a 
Lord Calvert coffee and a Lady 
Calvert tea? 

Could these be what “Hostesses 
of Distinction” drink and serve? 

Maybe that is iced tea in the 
glasses held by the “Men of Dis- 
tinction.” 

Ask the Creative Man to look 
into this. 

Frank G. HUBBARD, 

Assistant to the Publisher, 

The Gary Post-Tribune, Gary, 

Ind. 


Allure Is Popular 

To the Editor: The enclosed ad- 
vertisement prepared by us for 
our client, Central States Paper & 


Bag Co., of St. Louis, appeared in | 


reader in a rich 


Advertising 


ge, 


BOTH HAVE ALLURE—Two advertisers, Central States Paper & Bag Co. and 


Harris-Seybold Co., turn up with om playing up the words “lure” 


and 


April issues of Modern Packaging 
and Packaging Parade. 

It is probably just a coincidence 
that Harris-Seybold Co.’s ad ap- 
pearing in trade publications this 
week uses a similar headline, but 
we thought the comparison would 
be of interest. 

Roy M. Wout, 

Padco Advertising Co., St. 

Louis. 


Needham Girls Protest 

To the Editor: The girls at 
Needham, Louis & Brorby’s office 
apparently read ADVERTISING AGE, 
and they’re loyal to NL&B. They 
have voiced a mild and dignified 
protest about an item in a recent 
issue of AA, which reported that 
Foote, Cone & Belding had this 
year organized a ladies’ day out- 
ing for the girls in their organiza- 
tion, and suggested that FC&B had 
pioneered in this venture. 

The NL&B girls point out that 
they’ve been having outings since 
1938. The agency used to hold a 
one-day picnic outing for all the 
staff. The first was held at In- 
diana Dunes State Park in 1928, 
three years after the agency was 
founded. These picnics became an 
annual affair but by 1938 the 
agency had grown so that the joint 
outings became unwieldy, and 
separate outings were organized. 

The girls had the first outing of 
their own in 1938, when they went 
to Nippersink Lodge in Wisconsin 
over a weekend. Each year since 
then, except one year during the 
war when restricted travel re- 
sulted in a theater party, they’ve 


returned to Nippersink. 

The men at NL&B usually take 
their outings over the same week- 
end, going a bit farther afield, to 
the Wisconsin Dells. With Need- 
ham’s, the annual outings have be- 
come something of an institution 

JOHN WILLOUGHBY, 
Needham, Louis & Brorby, 
Chicago. 


St. Louis Needs Both 
To the Editor: Probably you 

have already received a hundred 

letters on the subject, but, to me, 
one of the most amusing coinci- 
dences that has occurred, since | 
have been a reader of your good 
magazine, showed up in the Aug. 

16 issue. On Page 33 the ad of the 

St. Louis Star-Times carried the 

caption “It Pays to Use Both 

Hands in Big St. Louis.” Im- 

mediately following, on Page 34 

the Seattle Times ad appeared 

carrying the caption “In Prosper- 
ous Seattle One Does It.” 
All good wishes for your con- 
tinued success. 
HARVEY HUMPHREY, 

_ Public Relations Division, 
Title Insurance & Trust Co., 
Los Angeles. 

Deserves a Chance, But— 
To the Editor: Yes, the boy 

who offered himself as a copy- 

brighter (AA, July 19) deserves 

a chance, but I’d hate to say at 

what! 

H. O. 
O’Keefe Powers Advertising 
Agency, Dallas. 


daily and 50c 


| higher in sales figures 


profusely on 


268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


If you're interested in going higher — 


right. Not only does he have an 
income among the highest for all big 
magazines, but he spends it 


home and family. 
Gardens’ 100°% service content screens 

him for you because of his intense 
interest in his home and family. 


America’s First Service Magazine 


it’s the one on the 


everything for his 


Better Homes & 
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| Stokely-Van Camp Sales 


Supermar ket Unit Down $11,908,472 in ‘48 
. Net sales of $95,110,041 in the 
Study Airs Needs 


of 300 Operators 


fiscal year ended May 31, 
/were reported by Stokely-Van 
|Camp, Inc., Indianapolis, com- 
|pared with $107,018,513 for 1947. 
The 1948 figure was the second 
| highest sales volume in the com- 
pany’s history and a new high in 


= the company’s frozen food sales 
Nsw Youx—The Super Market for the past year was reported. 


Institute last week reported the Net income in 1948 totaled $2,- 
findings of a survey which covered | 520,504 compared with $7,111,911 
three salient points: how much| jn 1947 and $3,854,912 in 1946. 
advertising is done by supermar-| This October will mark Stokely’s 
kets, what consumers want in re- | 50th anniversary, while the Van 
tail food ads and what operators|;Camp division of the company 
want in ads. | Soes back to 1861. 

The institute, which represents | 
more than 300 operators, found: Voss Becomes Partner 

(1) Seven-tenths of the opera-| James R. Voss has resigned as 
tors advertise in newspapers, once} sales manager of Holsum Prod- 
a week, 18% advertise two or! ucts, sales 
three times a week and 17.7% are} Jewett & Sherman Co., to become 
daily advertisers; 

(2) Nineteen per cent use full} Waukee food broker. 


1948, | 


organization of 


a partner of Wetzler & Gruse, Mil-| 


| Massachusetts 
| Starts Campaign 


|proach to the problem of attract- 


|ing new industry to the state, the 
and 
has | 


Massachusetts Development 
Industrial Commission 
\launched an aggressive advertis- 
|ing campaign for 1948-49, through 
|James Thomas Chirurg Co., Bos- 
'ton and New York. 

The core of the plan is a space 
campaign based on “continuity 
|strip” technique. Each advertise- 
|ment illustrates one of the three 
main advantages which Massa- 
chusetts offers; summed up theme: 
“Only Massachusetts Gives You 
All Three—skilled, cooperative 
labor, unequalled research facili- 
|ties, and nearness to mass mar- 
kets.” 

The campaign is running cur- 
;rently in three magazines, The 


BostoNn— Revamping its ap-| 


| Atlantic, Business Week and For- 
| tune. It is also running in the 
New York Herald-Tribune and 
Times, and Wall Street Journal. 

The commission is also prepar- 
30-minute, 16 mm. color 


ing a 

\film titled, “Make It in Massa- 

| chusetts.” 

To VanSant, Dugdale 
Alloy Rods Co., York, Pa., 


maker of welding electrodes, has 
appointed VanSant, Dugdale & Co., 
| Baltimore, to handle its advertis- 
| ing. 


| 


Issues Mailing Sources 

| Dartnell Corp., Chicago, has 
| published a new “Directory of 
| Mailing List Sources,” covering 
| more than 1,200 mailing lists, 
priced at $5. 


‘Names Patterson 


| Buell A. Patterson, formerly di- 
‘rector of public relations of Amer- 


ican Airlines, has been named di- 
rector of the public relations di- 
vision of the advertising depart- 
ment of U. S. News & World Re- 
port, New York. 


Names Wilson, Haight 

Wickenden, Morss & Associates, 
New York, industrial relations 
consultants, has appointed Wilson, 
Haight & Welch, New York, to 
handle its advertising. 


Esty Agency Moves 

The Hollywood office of Wil- 
liam Esty Co. has moved to new 
offices at 1600 Vine St. 


HOUSTON 
Dorsiy and Deters 


/ ‘ 


PHOTOGRAPHY 
3418 WEST DALLAS @ HOUSTON 6, TEXAS 
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pages, 19% use half-pages, more 
than one-third use from five to) 
seven columns, 25% use a quar-| 
ter-page or less, and only 2% use | 
spreads; 

(3) It takes time for them to. 
prepare advertisements—over 
50% take from four to seven days | 
to prepare ads, 20% take at least 
eight days; 

(4) They don’t vary copy—op- 
erators who have markets in more 
than one city, or who use more! 
than one newspaper, generally | 
(64%) run the same ad in all 
places. 


Budget Appeal Tops 


The institute’s 300 members op- 
erate 4,200 stores and do an an- 
nual volume of $2 billion in food 
and allied products. Some 64% 
of the members operate from one 
to five markets; 27% from six to 
25 markets and 9% have 25 or 
more markets. 

The operators ranked themes 
for consumer appeal in this order: 
(1) Budget angles, 27%; (2) sea- 
sonal subjects, 26%; (3) super- 
market features (i.e., self-service, 
one stop, etc.); (4) variety of sub- 
jects, 7%; (5) national brands, 
6%: (6) attention getters, 4%; 
(7) quality angles, 4%. 

Members of the institute get a 
monthly retail advertising and 
promotion service financed by 
McCall’s. A picture of the rela- 
tive importance of departments 
within the supermarket is re- 
vealed by members’ requests for 
“department heads,” or devices to 
attract readers’ attention. 

Currently, operators are direct- 
ing their merchandising like this: 
Meat and poultry, 20%; produce, 
19%; bakery, 11%; frozen foods, 
9%; dairy and cheese, 7%; gro-| 
cery, 6%; drugs and _ toiletries, 
5%; household, 5%; liquor, wine) 
& beverages, 4%; sea food and 
lish, 4%; delicatessen, 4%; candy, 
+%: and ice cream, 2%. 


Favor National Brands 


The operators also reported 
that they want clean, orderly lay- 
outs. They aren’t satisfied with 
the tendency of food ads to be) 
luttered and distracting. | 

Although they rank national | 
ands low appeals, they say 
‘those brands are favored by the | 
operators. The Super Market In- 
titute’s service method of pre-) 
senting national brands was ap- 
roved. 

The operators are impressed 
‘ith the importance of selling 
1eals, not individual food items, 
nd the popularity of recipes and 
0d columns was shown in the 
urvey. The public relations of 
1e industry, as a tool of progres- 
ive management, is increasingly 
nportant to the operators. 

Copies of the survey are avail- 
ble to food manufacturers and 
thers concerned with distribu- 
ion. Federal Advertising Agency 
landles both McCall’s and the 
institute. 


*DOROTHY LAMOU 


tation by COLUMBIA 
TURES. 


LULU BELLE, a new presen- 


New 


OWNING AND OPERATING RADIO STATIONS WIPS AND WIPS FM © MEMBER ANA Network © REPRESENTATIVES: JANN & KELLEY, INC. 


TOAST OF NEW ORLEANS 


abo sc your goods 


when they're advertised in The 


TIMES-PICAYUNE and STATES 


New Orleans’ Greatest Combination Selling Force 


R as 


PIC- 


New Orleans retailers know the value of the gossip created by The 
Times-Picayune and States... they know this powerful, quick-action 
combination creates more gossip... sells more goods! Get the 


facts about the greatest combination selling force in the South's 
Greatest Market. 


and STATES 


MORNING 


SUNDAY 


EVENING 
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Ad Artists Plan Exhibit 
, The artists group of the San 
Francisco Advertising Club will 
sponsor its first annual exhibition 


Joins Elliott, Daly 

P. B. Hillman, formerly in the 
national advertising department 
of the San Francisco News, on 


of advertising art, Oct. 15-Nov. 7,| Sept. 1 joined the San Francisco 

‘ at the San Francisco Museum of! staff of Elliott, Daly & Schnitzer, : sak da 
: Art. advertising agency. A few weeks ago, in this liveliest of all the 
| advertising trade publications (how about a 
Newell-Emmett Moves Haken Joins Atlantic raise, Bernstein?) an advertising agency head 
was quoted as having said that occasionally 
The Newell-Emmett Co. advertising gets too professional in its ap- 
Sunset Blvd. ‘ville, N. B., as account executive. proach. With that statement—which, para- 


doxically enough, came from a professional— 
this Corner heartily agrees, and offers the two 
horrible examples reprinted herewith as evi- 
dence. 
Let us consider each separately. 
Take the Van Heusen ad first. 
“comfort contour collar,” 


| moved its Hollywood office to 8420 


That phrase, 
was definitely coined 


Leap year?... § 


No! ... it’s the new Van Heusen Comfort Contour coller 


OAKLAND TRIBUNES 


ARE HOME DELIVERED 


With the greatest percentage of Home Delivered Daily and 
Sunday Circulation among all newspapers with more than 
150,000 circulation in the entire United States 
THE OAKLAND TRIBUNE COMPLETELY COVERS 
THE METROPOLITAN OAKLAND AREA MARKET 


Editorial Excellence and Public Service have given the Oak- 
land Tribune this unequaled home delivered percentage. 


~ Shirts 


by somebody intrigued by the device of allit- 
eration—rather than by somebody interested 
primarily in making things clear. In this non- 
professional’s humble opinion, the average 
male would more readily identify it as a Holly- 
wood collar—since this grown-up version of 
the Buster Brown neckpiece is seen most fre- 
quently bedecking the clavicles of people like 
Edward Arnold or Spencer Tracy. And there 
are a lot of underpaid blokes, including this 
one, who might like to sport such a collar on 
occasion. So why not a simple, straightfor- 
ward, completely explanatory caption that 
says, “Now you can wear the kind of collar 
the Hollywood stars wear?” 

Maybe men do wear shirts to attract women 
—although this Corner doubts it. He feels that 
men wear particular kinds of shirts because 


TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 


153,887 167,253 


A.B.C. Publisher's Statement, March 31, 1948 
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CRESMER & WOODWARD, INC. 
al Representatives Including Sunday Magazin 


NRDGA Issues Book 
on 100 Best Retail Ads 


The National Retail Dry Goods 
Association, New York, has pub- 
lished an advertising reference 
and source book entitled, “One 
Hundred Best Retail Advertise- 
ments.” The 104-page volume re-| of 
produces with editorial comment; appointed to 
the winning advertisements in the 
nationwide contest judged earlier 
this year during the association’s 


USN (retired), 
assistant to 
president, 


| The Creative Man? Corner 


has been 
the executive vice- 
Arthur 
Willys-Overland Motors, 
Wade Shurtleff, assistant director 
industrial relations, 
succeed Admiral tion 
Cary as director of industrial re- | joined the news staff of Station 
lations and personnel. 


they sell themselves on the idea they look well 
in them—to other males as well as to females. 
But even conceding the point, this Corner be- 
lieves the sly glances given the male by the 
females in the recent Vitalis advertising were 
a lot more convincing than the bended knees 
these daffy females are according the slim- 
hipped gent in the comfort contour collar. 
Now, before we use too much space, let’s 
take the Three Feathers ad. Undoubtedly 
someone said, “Let’s bring the trademark to 
life.” And look what happened. One feather 
represents “noble flavor’”—which is just half as 
good as Kinsey’s “noble, noble flavor.” An- 
other represents “rare bouquet.” And the 
third represents “genial character.” Will some- 
body in the audience please explain just what 
these mean? What is “true excellence in 
. Yes... the finest in 65 years 
THE FINEST THREE FEATHERS EVER BOTTLED! 


1. its NOBLE FLAVOR 


2 Judge its RARE BOUQUET 


3 Judge its 
GENIAL CHARACTER 


THREE FEATHERS 
Choice of Good Judges 


whisky?” What is “incredible lightness?” 
And, even if you can explain them, can you 
believe them? 

“Choice of Good Judges” is, in this Corner’s 
opinion, about as real, tangible and human as 
“comfort contour collar.” As originally stated, 
this is what happens when advertising gets 
too professional—too intrigued with its own 
cleverness, too enamored of its own invention, 
and too far removed from us human beings 
who just like to look good in a shirt and take a 
shot of whisky that won't singe our tonsils on 
the way down. 


_Willys-Overland Ups 2 


Rear Admiral Robert W. Cary, | 


Laurence A. Weaver Jr., 
named 


J. Wieland, of | 
Toledo. | 


Paul Joins WNAX 
John Paul, 
KRNT, Des 


has been 
Moines, 


| WNAX, Yankton, S. D. 


‘Sunset’ Names Weaver 

Al- 
| Janta, has been named to repre- 
| sent Sunset, San Francisco, in the 
southern and southwestern states 


formerly with Sta- 
has 


37th annual convention. 
The book was compiled by) 


Howard P. Abrahams, manager of 
the sales promotion division of the 
association. It is available to 
members for $5 and non-members 
for $7.50. 


Beck and Irwin Form 
NY Marketing Firm 


Burton Beck, formerly of Ben- 
ton & Bowles, and Roger Irwin, 
formerly with Pedlar & Ryan, New 
York, have formed Irwin & Beck, 
marketing consultant, with offices 
at 420 Lexington Ave., New York. 

Among the company’s accounts 
are Charney Associates, Fred 
| Gardner Co., J-S Sales Corp., and 
Dewey Utilities, New York; Fried- 
Ostermann Co., Milwaukee, and 

M & R Rainwear Fashions, New- 
ark, N. J. 


Names Howland 


World Government News, New 
York, magazine of the world fed- 
eralist movement, has appointed 
| Howland & Howland, New York, 
_as its advertising representative. 


principals . . . 
As such, we could work out of one corner of a large agency, 
but we happen to enjoy running our own show. Individually, 
we are not the greatest brains in this screwy business, but in 
four good years we have learned to work well together. We 
believe people are important, but never as important as the 
things they do and how they do them. We have kept our 
performance high, the client’s costs modest. We wear well. 


e wear well... 


This agency is a compact service group of 5 specialized 


copy, layout, media, research and production. 


ROYAL & DE Autti 


452 FIFTH AVENUE NEW YORK 18. N Y. © CHICKERING 
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Nielsen to Start 
Checking Brands 
in Radio Homes 


(Continued from Page 1) 


area homes, and video will be 
measured as it is installed in 
homes already measured by Audi- 
meter. This will give an accurate 
measurement, he believes, of the 
effect on radio listening of the in- 
stallation of television. 

Mr. Nielsen was questioned by 
reporters about the competition of 
Radox, a measuring device being 
used in Philadelphia. He retorted 
that there is a long lag between 
invention and commercial appli- 
cation. The head of the largest 
research company in the U. S. told 
reporters that Nielsen has already 
spent $5,000,000 in developing 
the Audimeter and the radio in- 
dex, and that $2,000,000 more will 
be spent in expanding the services. 


More Service; Lower Cost 


Nevertheless, the cost outlook 
is encouraging, he said. Advertis- 
ers who are already buying the 
Nielsen service will pay less pro- 
portionately because ‘“‘the base of | 
the service is widened” with the) 
addition of the agency service and 
rating service. 

Mr. Nielsen is as firm as ever) 
about “leaks” of Nielsen data. | 
However, agencies may now buy | 
a service usable with all of its| 
clients (heretofore it must have 
had at least one of its clients buy- 
ing the radio index), even those) 
got yet using radio. These facts | 
will be available for use by agen- 
cies in new business presentations. 

Also, Nielsen will move into the 
consumer field on Jan. 1. The) 
drug and grocery indices have! 
been built on store’ inventory 
methods; the new consumer in- 
dex will be obtained by marked- 
package inventories of food, drug) 
and household products obtained | 
by personally-conducted bi- 
monthly audits in radio index 
homes. 


More Brand Data 


This index will show advertis- 
ers commodity and brand distri- 
bution nationally and by market 
divisions, commodity and brand 
use opportunity; brands stocked | 
on last audit and three preceding | 
audit dates, stocks of commodi- 
ties and brands, and the actual bi- 
monthly consumption of commod- 
ity and brand (in conjunction 
with the food or drug indices). 

Also, a special report on age of 
stocks, brand duplication, brand 
gains and losses, sources of new 
‘ustomers and disposition of lost 
customers will be available. 

This index, in conjunction with 
the radio report, will give adver- 
tisers an opportunity to link radio’ 
coverage, radio commercial habits | 
and the buying in the home. It| 
may also give clues to the kinds | 
of programs listened to by vari- 
us kinds of homes, along with | 
the product usage of those homes. | 

Nielsen also makes commercial | 
i1udience studies, a report on who} 
is listening when the announcer) 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! | 
15 million Negroes spend 10 billion 
dollars a year on every type product! 


Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 


Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
Preferences of Negroes from coast to coast. 
Write now for this free information. 


delivers his pitch, which may be 


related to radio expenditures, and | 
yields a cumulative measure of! pwner of Beacon Studios, adver- 29d had been with the Burlington 
News, Burlington, Vt., in 1945-46. 


the homes reached by commer- 
cials per dollar of program cost. 

Besides the basic 1,500 home 
sample, Nielsen will continue to 
weight areas with additional Au- 
dimeters (the Los Angeles area 
has between 125 and 150 addi- 
tional sets) in order to rate prop- 
erly station audience and re- 
gional networks. These addi- 
tional sets do not figure in the 
national sample. 


Knight Names Grimm 

Stanley Knight Corp., Chicago, 
has placed its advertising with 
William K. Grimm, Chicago 
agency. Drug, ice-cream, fountain 
and restaurant publications will 
be used. 


Gets Lingerie Account 


Snowdon, Inc., Osceola, Ia., 
lingerie, has appointed Robert B. 
Grady Co., New York, to handle 
its advertising. 


HARRY GOTTLIEB 


| tising art firm, died Aug. 30 at his 
| home here. 
| Born in Poland, Mr. Gottlieb! 
| came to this country in his youth 
worked his way through night | 
_school for a law degree. Mr.| 
| Gottlieb never practiced law, but 
instead became one of New York’s | 
| outstanding creators of presenta-| 
| tions for agencies and media (AA, 
| March 29). 


‘WILLIAM E. BETTS JR. 


\Jr., 30, of Hearst Advertising 

Service, died at his home here 
| Aug. 24. He had been with Hearst 
since the end of the war and for- 
|/merly was with George D. Close, 
| Inc., newspaper representative. 


JOHN D. BURROW 


FAIRFIELD, CONN.—John Dev- 
ereux Bvrrow, 43, advertising 


| 12%. 


Los ANGELES—William E. Betts | 


P&G Realigns Radio 


| manager of the Fairfield News, 


died Aug. 23 of a heart attack. He 


New York—Harry Gottlieb, 42,| ad served the News for a year| ti 


Paratfine’s Profit Up 

The Paraffine Companies, Inc., 
San Francisco, reports a net profit | 
for the fiscal year ending June | 
30, 1948, of $3,636,243 compared 
with $3,241,879 the previous year. 
A sales volume of $31,364,306 es- 
tablished a new record. This. 
compares with $27,960,828 for the 
preceding year, an increase of | 


and Video Activities 


Procter & Gamble Co., Cincin- | 
nati, has created three separate | 
groups which will be responsible | 
for the supervision of its radio} 
and television programs. William | 
M. Ramsey, director of radio, will | 
continue to be in charge of the} 
daytime radio programs and also} 
will represent the company on} 
broad matters of programming | 


57 


policy which concern both day- 
me and nighttime programs. 
Gail Smith will be responsible 
for supervision of nighttime pro- 
rams. Mr. Smith’s previous ac- 
tivities on daytime programs will 
be taken over by W. F. Craig. Gil- 
bert A. Ralston will be director of 
television, responsible for the sup- 
ervision of the company’s tele- 
vision and motion picture adver- 
tising films. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St, Chicago 4 


Here’s readership 


that pays off! 


Yes, solid, thorough readership, built on an 


exclusive editorial pattern—that’s what you get 


when you advertise in Foreign Service, the 


monthly magazine of the Veterans of Foreign 


Wars of the U. S. 


Why is this especially true of Foreign 


Service when the same thing may be said of 


other publications? Well, there’s one big 


reason: The readers of Foreign Service are 


actually part owners of the publication. This 


means they take an active part in dictating its 


editorial policies. 


They have especially re- 


quested stories identified with their own war- 


time experiences — and easy-to-grasp digests 


on veteran legislation. 


This reader interest in Foreign Service de- 


If you'd like further information, 
including a digest of the Starch 
Survey, please write. 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17, N. Y. 
Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
AUDIT BUREAU OF CIRCULATIONS 


MEMBER 


velops reader loyalty . . . both to the publica- 


tion and to its advertisers. 


Readership loyalty 


such as this should not be overlooked . . . espe- 


cially when the readers total approximately 
2,420,000 (from a recent Starch Survey). 


Now is the time to put Foreign Service on 


your 1949 schedule. 


Rate Insurance for 1949 


Foreign Service is giving current adver- 


contracts signed in 1948 


tisers a circulation bonus of 130,000 copies. 
During 1949 this bonus bargain will go as 
high as 250,000—and may 


tisers the benefit of the present low $5.50 
ver line rate during the entire year of 1949. 


be higher. Space 
will give adver 


SEPTEMOER 


Broadway at 34th, Kansas City 2, Missouri 


e Hil F. Best, 131 Lafayette St., Detroit 26, Mich, 
e@ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, IL. 


| 


Foreign Sewice 
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NASHVILLE...THE MONEY TOWN OF THE SOUTH 


Nashville 

FOOD SALES 

per family 
exceed the 
National average 


$319.00 


NASHVILLE PER FAMILY 
FOOD SALES — $1,105.00* 


*Sales Management, 1948 


NEWSPAPER PRINTING CORPORATION, AGENT 
Represented by The Branham Company 


... if you don’t keep 
your eye on Saturday, 
September 11. That’s 
the day of the Chicago 
Artists Guild’s final 1948 
golf meet at Nordic Hills 
Country Club...There’ll 
be around half a hun- 
dred golf prizes, and 

each one will have to be carried away by 
SOMEBODY...why not you? And who says 
you won’t get lucky and win the big door 
prize, too? It’s going to be the best CAG get- 
together of the season, so phone Bill Kapche 
at WHItehall 5355 and tell him what time 


your foursome would like to tee off. 


P. S. Better clear that evening with the little 
woman. Most likely you'll want to stay late. 


RENCE, INC. 


547 South Clark Street 


‘Mutual's Kobak 
Vows to Cease 
‘Buying’ Audience 


(Continued from Page 1) 


_ the Money,” which has not yet 
| attracted a sponsor, as a “give- 
| away to end all giveaways” was 
| sincere. 

“We hoped that this might be 
the straw which broke the camel’s 
| back,” he said. 

“Our heart wasn’t in it, but 
| everybody else had one and our 
stations didn’t want to be left 
| out.” 
| Mutual’s advertisers have been 


| 
} 
| 


advised of the necessity of con- 
| forming with the code in other re- 
/spects as well, Mr. Kobak con- 
tinued. Brand name recital and 
| description of gifts must be sub- 
| tracted from the sponsor’s com- 
_mercial time on such programs as 
| “Queen for a Day” after Jan. 1, 
/according to the NAB standards. 


Not Waiting on FCC 


Clients who have planned tele- 
phone promotion contests for fall 
will be permitted to go ahead 
with them. Shortly after the FCC 
announcement of its intention to 
study prize programs as possible 
, lottery violators, NBC said that it 
would add no giveaways to its 
| schedule until the situation was 
| clarified. 

Voicing the opinion that the 
FCC can’t legally stop the big 
|}money giveaways, Mr. Kobak 
said: “The important thing is be- 
ing right with ourselves, rather 
than waiting for the FCC to tell 
us what is right and wrong. If 
that happens, then why can’t other 


Fj | types of programs, such as soap 


|operas and symphonies, which 
aren’t popular with all the peo- 


ple, be next on the list for atten- | 


tion.” 

MBS will not file a brief rela- 
tive to the proposed giveaway 
regulations with the FCC. How- 
ever, NBC and CBS intend to file 
a statement with the commission 
before the Sept. 10 deadline. At 
press time both were still in the 
discussion stages and no indica- 
tion of their nature was forthcom- 
ing. 


No official comment was avail-| 


able last week from ABC, which, | 
because of its sold-out “Stop the| 
Music” package, probably has a| 
bigger stake in the giveaway gold | 
mine than any other network. | 
However, American is expected to| 


Appoints Morris 
| Herbert Morris, formerly with 
|the Canada Vinegars Ltd., To- 
ronto, has been named Canadian 
sales manager of the North Amer- 
| ican Vinegar Co., Toronto. 
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' Advertising, New York. 


Advertis 


Gelderen Joins Sloan 


Richard Van Gelderen, forme:|y 
with Compton Advertising, Ney 
York, has been appointed art ci- 
rector of William Lawrence Sloan 


FAC 


file a statement with the commis- 
sion. 


‘Seymour Opens Office 
Representative 


| Edwin Seymour has resigned as 
| president and treasurer of All- 
| American Newspapers’ Represen- 
| tatives, New York, to establish his 
|own newspaper publishers’ repre- 

sentative office under his own 
|name at 270 Park Ave., New York. 
| His initial accounts are El Empar- 
‘cial, San Juan, and El Tiempo 
| Bogota. 

Joshua B. Powers, president of 
publishers’ representative or- 
| ganization bearing his name, suc- 
|ceeds Mr. Seymour as president of 


| AANR, at the same time remain- | 


ing president of his own firm. 


~Wasko Advanced 

| David Wasko, who has been 
with Donahue & Coe, New York, 
for 12 years, the last two as head 
of the outdoor department, has 
been named space buyer of the 
| agency. 


To Deutsch & Shea 


| The Fleming-Hall Tobacco Co., 
New York, maker of Sano cigar- 


ets, cigars and pipe tobacco, has | 


‘appointed Deutsch & Shea, New 
| York, to handle its advertising. 
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COMPACT—Dennison Mfg. Co., 
Framingham, Mass., and River Raisin | 
Paper Co., Monroe, Mich., cooperated | 
in the design of this Christmas gift 
wrapping display stand produced by 
River Raisin for Dennison materials. 


Harvester Drive 
to Push Big New 
Home Freezer 


Cuicaco—International Harves- 
ter Co. will use a list of farm and 
outdoor publications this fall to 
introduce a new heavy-duty home 
freezer storing up to 553 pounds 
of frozen food. 

The freezer, with a 15.8 cubic-| 
foot capacity, is considerably 
larger than the company’s next 
model with an 11.1 cubic-foot ca- 
pacity. Features include a lighted 
interior and an alarm to warn of 
temperature rise. 

Although production at the 
Evansville, Ind., plant has been 
delayed by a strike that started 
last month after a handful of 
units came off the line, four-color 
full pages will run in November 
and December in Capper’s Week- 
ly, Country Gentleman, Farm 
Journal, Progressive Farmer, 
Southern Agriculturist and Suc- 
cessful Farming. In October and 
November, an ad with the slogan, 
“Now you can have your own 
game preserve at home—with an 
International Harvester Freezer,” 
will run in Field & Stream, Out- 
door Life and Sports Afield. 

The freezer, in common with 
the company’s two smaller models, 
features all-steel welded construc- 
tion, hermetically sealed insula- 
tion spring-counterbalanced | 
hinges to hold the lid open and 
provide “finger-tip control.” The 
unit will be distributed through 
dealers franchised by Harvester’s 
70 company-owned branches and 
13 distributors and their dealers 
in metropolitan areas. 

Aubrey, Moore & Wallace here. 
is the agency. 


Names Ronalds Agency 


Ronalds Advertising Agency, 
Montreal, has been named adver- 
tising counsel for Canadian Avia- 
tion Electronics Ltd., Montreal, 
which services electronic equip- 
ment for aviation and other in- 
Custrial fields. 


Appoints Stark 

Malcolm B. Stark, resident sales 
epresentative for the National 
silver Co. in Brazil, has been ap- 
ointed assistant sales manager of | 
he company with headquarters in 
jew York. 


Nulf Appoints Waters 


Wulf Brothers, Inc., Troy, men’s 
‘lothing manufacturer, has ap- 
20inted Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. 


Revenue Bureau 
Rules May Apply 
on Defense Ads 


| WasHINGTON — Defense Secre- 
| tary James Forrestal was reported 
ready last week to distribute for 
industry comment a revised set of 
contract renegotiation rules per- 
mitting defense contractors to 
claim as credits advertising and 
other business cost items recog- 
/nized under the tax rules of the 
| Bureau of Internal Revenue. 

| Since virtually all defense con- 
| tracts are subject to renegotiation, 
to enable the government to re- 
|cover “excessive profits,” the ac- 
|ceptability of advertising as a 
| claim during this process is of ob- 
| vious importance to contractors 
and to media. 

| The draft before the secretary 
| is entirely in line with the policies 
followed during the war, giving 
advertising neither more nor less 


If accepted it assures a continua- 
tion of the recognition which was 
so important in enabling Ameri- 
can business to conduct public 
|'service and institutional advertis- 
|ing during the war. 


Little Difference 


The renegotiation proposals are 
'separate and distinct from the 
| rules prepared by the Joint Army- 
| Navy Audit Coordinating Com- 
| mittee tightening up on the items 
recognized as cost in cost-plus 
fixed fee contracts. 

These recommendations would 
completely ban advertising as a 
“cost” item in cost-plus fixed fee 
| contracts, a relatively small pro- 
portion of all contracts. 

The Joint Audit Coordinating 
Committee rules actually do not 


any difference for advertis-_ 


ing generally, sin:e advertising 
Was never recognized as a “cost,” 
but the present draft dues deprive 
trade and technical advertising of 
| recognition which it had formerly 


Leyland Motors, England, 


Forms Canadian Firm 
Leyland Motors Lxd., Leyland, 
Lancashire, England, has formed 
a new Canadian company which 
will be known as Leyland Motors 
| (Canada) Ltd., with headquarters 
in Malton, Ont. The company 
will produce vehicles equipped 
with the Leyland diesel engines. 
Chairman of the new company is 
Sir Frank S. Spriggs and presi- | 
dent is Henry Spurrier. Sales will | 
be under the direction of W. E. 
Humphreys, who has been man- 
ager of Leyland Motors’ branch in 
Toronto for the past 30 years. 


Issues Handbook 


Better Packages, Inc., Shelton, 
Conn., has prepared a 64-page 
book, titled ““Gummed Tape User’s | 
Handbook,” a guide to more effi- | 
cient selection, moistening 
application of gummed tape and 
the care of tape machines. The 
book also discusses special moist- | 
ening problems created by high- | 
speed dispensing, heavy tapes, | 
hard and cold water and by vari- | 
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handbook is available at 50 cents 
a copy. 


Two Name Kesslinger 

J. M. Kesslinger & Associates, 
Newark, has been named to direct 
the advertising of Fellman Ltd., 
New York and Newark, men’s 
shoes and moccasins, and L. R. H. 
Labaw Co., Belle Mead, N. J., 
garden and cellar pumps. Both 
will use magazines and newspa- 
pers. 


@ EXPORT @ 


TRADE«SHIPPER 


Circulates in the U. S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


status than it formerly enjoyed.) enjoyed. 


| ous types of carton surfaces. 


The | 


What makes a newspaper great? 


The New Look in Minnesota this 
season is stripes . . . great, broad 
bands of rich, turned topsoil swing- 
ing and winding their way across 
the fertile fields in a dizzying pattern 
of contour plowing. Yes, soil con- 
servation is definitely in style in the 
Upper Midwest. Crops are bigger. 
Land is in finer condition than ever. 
George Peterson is happy. 


Two years ago the Minneapolis 
Star and Tribune took a long look 
at Minnesota’s soil conservation pic- 
ture. It was the same, with local 
variations, as that of all America. 
Of the state’s 51 million acres (32 
million in farms) more than 23 mil- 
lion acres were affected by wind and 
water erosion. Only 6,000 of Minne- 
sota’s 200,000 farmers had organized 
to practice conservation measures. 


The picture looked alarming to a 
tall, angular Scandinavian gadfly 
named George Peterson, associate 
editorial editor of the Minneapolis 
Star, who pridefully buzzes about 


his native state in 10,000 mile swoops 
each year, goads his fellow citizens 
into scores of worthwhile endeavors. 


Peterson swarmed into action, 
raised welts on many a complacent 
hide, demanded that the fine work 
of the soil conservation service be 
encouraged, sparked into being the 
first Minnesota soil conservation 
contest to dramatize the need for 
all-out cooperation among farmers 
to battle the destructive forces of 
wind and water and the wasteful 
practices of a hundred years. Cash 
prizes were offered by the Minne- 
apolis Star and Tribune to soil 
conservation dis- 
tricts and individ- 
ual farmers making 
outstanding pro- 
gress during the 
year. So successful 
was the 1947 contest 
that another is be- 
ing conducted this 
year. Enthusiasm 


GEORGE PETERSON 


PRIZE PICTURE of a remarkable soil conservation 
demonstration near Rochester, Minnesota. Here 
in one day 150 farmers, before an audience of 
12,000, cut terraces, plowed contour strips, reno- 
vated pastures, planted trees 
series of conservation practices which ordinarily 
require about six years to establish! This photo 
by Minneapolis Star and Tribune photographer 
Wallace Kammann was judged among the 100 
best news pictures of 1947 in an Encyclopaedia 
Britannica-University of Missouri contest. 


initiated a full 


among farmers is higher than ever. 
News stories and editorials on soil 
conservation are rating tops in 
reader interest. 

The work of trained agricultural 
writers like George Peterson and 
Erwin Kieckhefer (whose editorial, 
“Money for Things Worthwhile,” 
won the recent Wallace’s Farmer 
and lowa Homestead magazine com- 
petition for the best metropolitan 
newspaper editorial interpreting the 
farmer to the city) is typical of 
the initiative and leadership which 
keep the Minneapolis Star and Trib- 
une the favorite newspapers of the 
great farming and industrial areas 
of the Upper Midwest. 


Minneapolis 
Star Tribune 


EVENING MORNING & SUNDAY 


565,000 SUNDAY - 435,000 DAILY 


JOHN COWLES, President 
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To McConnell, Eastman 

Clement W. Cook, formerly with 
|J. J. Gibbons Ltd., Montreal, has 
| joined the Montreal office of Mc- 
| Connell, Eastman & Co., as direc- 
|tor of planning for the agency. 
|Harry C. Clarke has joined the 
agency as head of the public rela- 
tions department. 


WORCESTER... 


Major Industrial 
Market Center... 


Are 

interested in Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.0. McFadden News Bureau 
7 Front St., San Francisco 11, Colif. | | 
Also Publish West. Trucking News Serv. | | 


Worcester this year is celebrating 100 years as a 
city and a century as a thriving, progressive 
center which now includes more than 750 
diversified industries. With 92,000* workers 
on industrial payrolls, wages in 1947 at a peak 
of $242,750,000 and a $12,000,000* * 
expansion program now under way for 1948, 
Worcester stands out prominently on the 
nation’s industrial map. 

As “Worcester honors the past and greets the 
future”, advertisers draw a steady sales 
response from the readers of the Worcester 
Telegram-Gazette. Daily circulation 140,000, 
Sunday circulation over 100,000. 


* Mill and Factory 
* "Survey by Associated Industries of Massachusetts 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
GEORGE F BooTn Publisher- 


“MOLONEY, REGAN. & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


flue MORNING 
ie AFTERNOON 
Qe EVENING 
i SUN. AFTERNOON 
SAT. DAYTIME 


ACCORDING TO JULY C. E. HOOPER REPORT 
Represented by the BRANHAM COMPANY 


WCPO 


Affiliated with the 
CINCINNATI POST 


© Scripps-Howord 
station 


CINCINNATI'S NEWS STATION 


Dictionary, but 
Don't Mention It 


| 

| New Yorx—The difficulties in- 
herent in protecting a trademark, | 
/and the care which must be exer- 
| cised to say exactly the right 
| thing, are interestingly evidenced 
| by a news release sent out by| 
Eastman Kodak Co. last week. | 

Originally, a release was sent 
| out whose first paragraph said: 
“*Kodak’—a word coined by 
| George Eastman and now part of 
|Webster’s dictionary—came into 
being 60 years ago today.” 
| Before long editors who had re- 
ceived the release marking the 
60th anniversary of Kodak on 
Sept. 4, got a duplicate release, 
with a note appended, reading: 

“This release was sent to you 
recently. To make it entirely 
correct, we shall appreciate it if 
you will delete reference in Para-_ 
graph 1 to the word ‘Kodak’ as a_ 
dictionary word. ‘Kodak’ is a 
trademark.” 

Mr. Eastman invented the word 
Kodak the same year—1888—that 
he designed his first camera. He 
explained Kodak’s origin this 
way: 

“TI devised the name myself. A 
trademark should be short, vigor- 
ous, incapable of being misspelled 
to an extent that will destroy its 
identity, and—in order to satisfy 
trademark laws—it must mean 
nothing. 

“A letter ‘K’ has been a favorite | 
with me; it seemed a strong, in-| 
cisive sort of letter. Therefore, 
the word I wanted had to start} 
with ‘K.’ Then it became a ques- | 
tion of trying out a great number | 
of combinations of letters.” 


Bruce Pushes 
Cleaner, Doozit 
in Magazine Drive 


Mempuis —E. L. Bruce Co., 
manufacturer of hardwood floors, | 
is conducting one of its largest 
| campaigns this fall and winter for | 
|Bruce Floor Cleaner and Bruce | 
| Doozit. 

Opening the drive, a half-page 
| color bleed ad ran in Better Homes | 
| & Gardens last month and will) 
/appear in Life Sept. 13 and in 
Good Housekeeping and Ladies’ 
_Home Journal in September. 

The ad will feature both the | 
cleaner and Doozit, a long-han- | 
dled appliance with a steel wool | 
| pad designed to enable housewives | 


clean and wax floors standing | 


|up. The appliance was introduced | 
in magazines a year ago, after 
market tests in Kansas City and | 
Memphis. 

Christiansen Advertising 
Agency, Chicago, handles the ac- 
count. 


Buys AM-TV Show 


| Alexander’s, department store 
|in the Bronx, New York, will 

sponsor the simultaneous radio- 
telecast of ‘“‘Alexander’s Quizdom 
|Class” over WJZ and WJZ-TV 
Starting Sept. 18. William War- 
'ren Advertising, New York, is the 
| agency. 


| Ward Leaves Prestige 


| Eleanor Ward has resigned as | 
promotion and publicity director 
of Prestige, Inc., New York, 
hosiery manufacturer. Miss Ward 
was previously associated with 
Sweetser, Byrne & Harrington, 
|New York. 


- 

‘Kaleidoscope’ Issued 

| The first issue of Kaleidoscope, 
|New York, new monthly for 
fashion executives, began publi- 
cation Aug. 31 with 180 adver- 
tisers. Martha Stout, former edi- 
tor of Junior Bazaar, is editor and 
| John Moses is vice-president and | 
'advertising director. 


‘Kodak’ Is in Flower Joins OAI 
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liam Esty Co., has cleared time 
on Mutual for broadcast of the 
Cotton Bow! football game at Dal. 


William F. Flower, formerly in 


the public relations department of|]as on New Year’s day. 
Remington Rand, Inc., has joined | 


‘the public relations staff of Out- 
‘door — Incorporated, | Canada Dry Ups Ellis the 
| licensing department of Canada 
eS, Dry Ginger Ale, Inc., New York. 
To Air Cotton Bowl Game since 1944, has been elected vice. 


The R. J. Reynolds ToBacco| president of the company ip 


Co., Winston-Salem, through Wil-! charge of domestic licensing. 


National Analysts, Ine. 
ANNOUNCES THE APPOINTMENT OF 


ARNOLD KING 


AS MANAGING DIRECTOR 


Mr. King is widely known for his pioneering in Area Sam- 


pling as applied to marketing and public opinion research. 


He was formerly Director of Research in Statistical Method- 
ology for the Bureau of Agricultural Economics at Iowa 


State College, Ames, Iowa. 


NATIONAL ANALYSTS, INC. 


WASHINGTON PHILADELPHIA SAN FRANCISCO 
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Letters to FCC 


on Giveaways 
Cut Both Ways 


WASHINGTON—A flood of pro 
and con mail on radio giveaways 
is coming into the FCC, but the 
giants of the broadcast industry 
are apparently holding out until 
the Sept. 10 deadline before fil- 
ing their comments on rules which 
apparently outlaw virtually all 
the bonanza programs, 

About equally divided, the com- 
ments from people in all parts of 
the country are unusually heated, 
coming to the commission 
scribbled or typed on anything 
from corporative letterheads to 
neat note paper, postcards and 
sometimes wrapping paper. 

Some of the most heated de- 
fenders of the “giveaways” heap 
vitriolic abuse on Fred Allen, Al 
Jolson and other long-standing 
radio celebrities, who are said to 
be fighting giveaways in order to 
protect their own diminishing 
Hooper ratings. 


Industry Comment Delayed 


Most of the letters supporting 
the giveaways accuse the commis- 
sion of meddling with a new type 
of radio entertainment which is 
bringing fresh fun and hope to the 
“common people.” 

Foes of the giveaways are 
equally vocal in supporting FCC, 
sometimes admonishing it for not 
acting soon enough or for not 
extending its rules to cover crime 
programs, soap operas and other 
of radio’s oft-criticized features. 
Several lawyers, including a judge 
on the Missouri court of appeals, 
have expressed their gratitude, 
and their professional opinion 
that FCC is well within its legal 
right. 

Industry members and others 
have until Friday to register their 
comments on the rules, but as yet 
not a single comment has come in 
from stations, networks, advertis- 
ing or talent groups associated 
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DEMONSTRATES—Cory Corp., Chi- 
cago, is distributing this display- 
merchandiser for its electric knife 


sharpener, which invites the customer 
to "Go ahead—try it yourself.” 


DMAA Schedules 


of Parade, New York, will address 
the opening luncheon session, fol- 
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NOAB Elects Three 


cently. The new scale for jour- 
neyman stereotypers will be $88 
for 37% hours of day work or $92 
a week for night work. 


Melvin Brorby, vice - president, 
lowed by Edwin F. Thayer, presi- | Needham, Louis & Brorby, Chi- 
dent and publisher of Tide, who|cago; Dwight Mills, executive 
will discuss “What’s Ahead for | vice-president, Kenyon & Eck- 
Meeting Sept. 29 Direct Mail.” hardt, New York, and Norman 

New York —A three-day pro- Announcement and presentation | Strouse, vice-president, he by a 
'gram on “Planning for Profitable the 1948 “Best of Industry” | Thompson National 
| Direct Advertising in 1949” is be- | awards to winners in the DMAA elec SFOCUOES 
| Outdoor Advertising Bureau, New 
ing prepared for the 31st annual annual competition will be made | York. 
conference and exposition of the|at the opening session. Another | 
Direct Mail Advertising Associa- | feature will be the exhibits of 46 
tion to be held Sept. 29-Oct. 1 at/| firms showing new developments, 
the Benjamin Franklin Hotel, | processes and services available 
Philadelphia. for direct advertising. 

In addition to five departmental | 

president, as general manager and 


conferences there will be a gen-| s 
Joins VanSant, Dugdale ‘Breitenbach, advertising 


eral clinic, round table meetings, , 
D. B. Lockett, former assistant} manager. I. E. Parket has been 


entertainment arranged by the| Gipouit Breaker Co., Philadelphia, 


conference committee headed by | has joined the copy staff of Van- 
Earle A. Buckley, president, Earle | sant, Dugdale & Co., Baltimore. 
A. Buckley Organization, Phila- | 

delphia, general chairman, with J. 
Whitford Dolson, industrial ad- 
vertising manager, Hercules 
Powder Co., Wilmington, Del., aS-|nanas to the Hotel Driskill in| 


sociate chairman. |Austin. Vernon T. Sanford, TPA | 


Events for 3lst 


American Trade Names 3 

American Trade Publishing Co., 
|New York, publisher of Bakers 
|Weekly and the Cracker Baker, 
'has appointed R. F. Shrope, vice- 


Texas Press Moves 


The Texas Press Association 
has moved its headquarters from 


CAPPEL, MAC DONALD and C 


Dayton 1, Ohio Branch-Offices in Primi 
Send for Gallery of Awards”” 


Arthur (Red) Motley, president | manager, will be in charge. 


with radio. 

Presumably these comments | 
were delayed by the confusion 
which was aroused when the spe- 
cial House committee investigat- 
ing FCC pointed out that the lot- 
tery section of the Communica- 
tions Act had been turned over 
to the Justice Department for en- 
forcement as one of the final ac- 
tions of the regular session of the 
present Congress. 


NAB May Question Legality 


Despite this embarrassing re- 
buff—it had apparently been 
completely unaware of the action 
—the commission is pushing 
ahead proposing to issue the 
“giveaway rule” “to afford 
broadcast licensees an opportunity 
to be informed, so far as it is pos- 
sible to do so, of the interpreta- 
tion of the law with respect to 
lotteries, gift enterprises or simi- 
lar schemes. which the commis-| 
sion proposes to apply in the ex- 
ercise of its licensing functions.” 

NAB’s brief, when filed, is 
likely to question the legality of 
any FCC rule on giveaways. Ap- 
pearing before the House investi-| 
tating committee last week to at- 
ack another FCC policy which 
equires stations to consider ap- 
lication for time for atheists, 
NAB General Counsel Don Petty | 
irgued that FCC cannot legally 
nake even a general program re- 
‘lew in exercising its licensing 
ower. 


Stereotypers Get Raise 
Stereotypers for the Louisville 

Courier-Journal and Times have 

been granted an increase of $10 a 


week in a contract announced re- 


‘Offhand, 


so broadly national as the bottled soft drink. But is it, really? 


In one state, for instance, the average resident drains 160 


bottles a 


In dollars and cents, the first average citizen spends $5.02 
a year, the second 87 cents. 


Thirst may know no season, but those in business to slake it 


can well 


almost any product you can name. For markets— whether you 


measure 


as the people who live in them. 
In the new economic geography of America that so many advertisers 
ave discovering, newspaper advertising has a basic and exciting 

role. Newspapers, because they’re as local as the markets where 

they flourish, are showing many advertisers the way to lower-cost, 
higher-powered selling. Through them you can make your 

advertising work in accordance with 


the unchanging axiom that... 


The Bureau of Advertising, ANPA, is in business to help you locate the customer 
markets for your product. Call or write us at: 370 Lexington Ave., New York 17, Murray Hill 5-8575 
360 N. Michigan Ave., Chicago 1, State 8681 * 240 Montgomery St., San Francisco 4, Exbrook 2-8530 


you might say, there’s no American institution quite 


year. In another, he is content with a mere 29. 


afford a look at geography. As can the makers of 


them by states or regions or cities — differ as much 


Published by The Cincinnati Enquirer in the interest of more effective advertising. 
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Cupples Co. 
in First Drive 
for Kent Blades 


Sr. Lours—Cupples Co. is con- 
ducting its first national cam- 
paign for Kent single and double- 
edge razor blade, which the com- 
pany says has long been the larg- 


remember 
Business ate 
Associates’ / 
LIU 
with 
FLOWERS 


est selling non-advertised blade. 

The 98-year-old company 
using space in 26 sports, detective, 
western, adventure and love story 
magazines. To aid identification, 
the ads will feature the Cupples 
twins which appear in the com- 
pany’s trademark. 

A continuing series of direct- 
by-mail folders, letters and gen- 
eral promotion pieces will follow 
‘up the magazine drive. Mailing 
|pieces will be sent during the 
next year to wholesalers in to- 
bacco, grocery, drugs, paper and 
hardware fields. 


| 

| 

Winship Joins Doremus 
Paul M. Winship, former ac- 

count executive at the Merrill- 

| Anderson Co., New York, has 

| joined Doremus & Co., New York, 

in a similar capacity. 


| McLachlin Promoted 


| D. H. McLachlin, in the sales 
department, has been appointed 
general sales manager of the Ca- 
|/nadian Doughnut Co., Toronto. 


;; Eversharp Schick 


to Launch $32,000 


Contest Sept.19 | 


Cuicaco — Eversharp, Inc., will 
launch a $32,000 letter-writing | 
contest promoting the new Schick | 
“66” Injector razor on Sept. 19,| 
with color ads in six publications 
and announcement on 
“Take It or Leave It” and ABC 


| “Stop the Music” programs. 


Full-page color ads will appear 


in The American Weekly, Life,|tising director of Kline’s, Inc., St. | What role do forecasts play in the 


Look, Parade, The Saturday Eve-| 


ning Post and This Week Maga-| 


| $32,000 cash prizes, with $10,000 
'as first prize, $5,000 second, fol- 
| lowed by three third-prize awards 
$1,000 each. 
1,061 prizes range 


zine. The contest will enable the| 


| purchasers of the Schick “66” or 
-any other Schick Injector shaving | 


instruments to share in a total of | 


The remaining 
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Between Sept. 19 and Nov. 5 
contestants will be asked to com- 
plete the statement, “I like the 
Eversharp - Schick Injector razor 
best because...” The statement 
is to be accompanied by the in- 
struction sheet contained in 
Schick Injector razor packages. 

The contest is being handled by 
the Reuben H. Donnelley Corp., 
New York. Advertising is placed 


Chernow Names Sharp 


Milton Sharp, formerly adver- 


Louis, has been appointed account 
executive and in charge of all 
merchandising coordination 
the midwestern accounts of Cher- 
now Co., St. Louis office. 


R&R Names Brennan V.P. 


T. F. Brennan, former associate 
copy director of Ruthrauff & Ryan, 
New York, has been appointed 
vice-president and copy director 


from four! of the agency. Mr. Brennan joined 


|awards of $500 to 600 awards of | the agency in 1933 as a cub copy- 


$5 each. 


writer. 


FROM THE FILES OF CONSOLIDATED LITHO 


PROBLEM: Frankfort Distillers Corporation 
wanted a unique mass merchandise display for 
their Four Roses whiskey. The display they had 
in mind had to be substantial enough and at- 
tractive enough to serve as a semi-permanent 


fixture. 


APPROACH: A study made of Four Roses re- 
tailers revealed that the amount of display space 
«vailable on liquor store counters and in the 


back-bar areas of the 


“pouring spots” was lim- 


ited. This display would have to achieve its mass 
effect in the vertical plane. The survey further 
indicated that most mass displays in this field 
are short lived because retailers tend to sell from 
them and discard them when empty. Obviously, 
a device was required that would discourage 
this practice. To overcome these obstacles a 
novel construction was developed that permit- 
ted 11 bottles to be stacked in two concentric 
spirals. This massed the merchandise vertically 
and very effectively in a minimum of space— 
and in such symmetrical fashion that retailers 
were reluctant to use the display as a bottle 


dispenser. 


MORAL? Good display ideas—the kind that really sell merchan- 
dise—are found only in the market place. When you have a point- 
of-sale problem, consult Consolidated—the Lithographers who 
know where to go to find the answers. If you wish a representative 


to call, write or phone: 


CONSOLIDATED Lithographing Corporation 


1013 GRAND STREET, BROOKLYN 6, N.Y. «. EVergreen 8-6700 


*SALES PROMOTION TECHNIQUES is the title of an interesting and provocative booklet published regularly by Consolidated Litho in 
the interest of helping management develop more effective promotional material. If you'd like a copy of the latest issue, write to our Dept. A-r. 
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Do Optimism and 
Pessimism Affect 
Future Business? 


(Continued from Page 1) 


| ence business conditions in the 
future? How are waves of opti- 
mism and pessimism generated? 


process? Who are leaders, who 
| are followers? By what method 
do favorable and unfavorable at- 
titudes and ideas travel from one 
group to another? 

The pilot study will include a 
compilation of existing informa- 
tion on business attitudes, an 
evaluation of them, an outline of 
areas to be explored, and a series 
of interviews with business men 


using techniques similar to those on 
employed by Gallup and Roper, pg Boon 
all in combination with other re- Clevelar 
search methods. Allan J 


According to Dean Bowen, the 


investigation will provide psycho- 
logical data regarding current 
business conditions, increased in- Ad I 
formation on business fluctuations 
and forecasts, new light on the Sues 
process by which business de- 
cisions are made and on the influ- for s 
ence of psychological factors, and CHICA 
greater understanding of the pro- fishing. 
cess by which business men’s Before 
opinions about the future are J sqded h 
formed and changed. court ac 
In addition, the survey directors Corp. 
hope that, if measurable effects J rector o 
are uncovered, it will be possible charged 
to develop a continuing index of J was hire 
business expectation. a contr: 
$17,000 
Ford Names Hutchings His c 
Stanley L. Hutchings, formerly Pa 
advertising manager of Robert § $3,600 \ 
Simpson Co., has been appointed § half of 
advertising manager of Ford Mo- § on sales 
tor Co. of Canada, Windsor, suc- §— dealers | 
ceeding James C. Miller, who has Fim no 
been promoted to sales manager of ‘vee mi 
the Mercury-Lincoln division. 
Mr. 
Fisher Promoted 
Stanley G. Fisher, in the sales Tucker 
department of the Universal line § tives gr. 
of electric blankets and Bantam thority 
ranges for Landers, Frary & Clark, : 
New Britain, Conn., has been ap- en 
pointed to the newly created posi- § ‘° deale 
tion of sales manager of traffic ap- and whi 
pliances and electric blankets for 
the company. Su 
As a 
To Anderson-McConnell @llezes, 
Marky-Ostroff, Inc., Los An- § 0% on 
geles, food concern, has named — Which ¢ 
Anderson-McConnell, Los An- the end 
geles, to handle the advertising — tion by 
for its new food line now being § tract. 
packed under its own P. S. (Per- HL. 
sonally Selected) Brand label. attorney 
top exe 
Clark Agency Moves Knoble’s 
Darwin H. Clark Co., Los An- § ° carry 
geles advertising agency, has — “is offic 
moved its offices from 541 S. — Mr. Kne 
Spring St. to 1139 W. 6th St. And, 
going fis 
vacation 
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ENJOYING BUSINESS—Directors of the Midwest Advertising Agency Net- 

work, newly formed group of cooperating agencies, pose after their meeting 

at French Lick, Ind. Standing, Samuel Abrams, Ohio Advertising Agency, 

Cleveland, vice-president, and Fred W. Lahr, Indianapolis, president. Seated, 

Allan J. Copeland, Chicago, vice-president, and Chester Gile, St. Paul, 
secretary-treasurer. 


Ad Director 
Sues Tucker 
for Salary 


Cuicaco—Cliff Knoble has gone 
fishing. 

Before he left, however, 
added his suit to the half dozen 
court actions against the Tucker 
Corp. Mr. Knoble, 55, former di- 
rector of advertising for Tucker, 
charged in his complaint that he 
was hired on Dec. 11, 1947, under 
a contract which provided for a 
$17,000 yearly salary. 

His complaint alleges that he 
was paid neither his bonus of 
$3,600 when he started work, a 
half of 1% commission due him 
on sales of accessories by Tucker 
dealers under a plan originated by 


him, nor his salary for the past | 


three months. 
Mr. Knoble, who formerly di- 


rected advertising and promotion | 
for Chrysler Corp., charged that} 


Tucker Corp. and its top execu- 
tives gradually decreased his au- 
thority on the job, and that the 
company sent out communications 
to dealers which were misleading 
and which lacked his approval. 


Submitted Resignation 


As a result of these actions, he 
alleges, he submitted his resigna- 
tion on Aug. 5, under a contract 
which provided for severance at 
the end of 90 days, after notifica- 
tion by either party to the con- 
tract. 


H. L. Feigenhoiz, Mr. Knoble’s| 
attorney, asserted that when the) 


top executives learned of Mr. 
Knoble’s decision, they threatened 


to carry his office furniture out of | 
his office, and fired his secretary. | 


Mr. Knoble walked out. 

And, said Cliff Knoble, “I’m 
going fishing—going to take a real 
vacation.” 


The Tucker company still is’ 


under investigation by the Securi- 
ties and Exchange Commission, 


and at the same time is seeking) 
its financial position | 


to bolster 
through additional stock offerings. 


Hedlund Joins CBS 


Charles O. Hedlund, who since | 


he war has been associated with 
‘squire and Hecht Co., has joined 
he sales staff of CBS-TV, New 
York, as specialist in the apparel, 
extile, chain and department 
tore fields. 


| Promotes Caldwell 


Dr. Carlyle G. Caldwell, a 
member of the research staff since 
1940, has been named research 
director of National Starch Prod- 
ucts, Inc., New York. 


Cecil B. DeMille 


May Come Back 
to Radio in Fall 


| New York—The Mutual Broad- 
| casting System last week was 


he| negotiating to bring Cecil B. De-| 


| Mille, film producer, back to radio 
| with a dramatic show of the type 
he gave up four years ago rather 
than pay a $1 union assessment. 

News of the proposed show 
leaked out prematurely, thanks to 
Louella Parsons, who tipped it in 
her ABC-Woodbury show in a 
Sunday night “exclusive.” 

Three advertisers had mani- 
fested interest in the show at 
press time, but Mutual said a con- 


upon his working out an under- 
standing with the American Fed- 
eration of Radio Artists, had not 
yet been signed. Negotiations be- 
tween the producer (who gave up 
a $2,100-a-week job with the radio 
theater after the Supreme Court 
refused to review his fight against 
making a $1 contribution to an 
AFRA political fund) and AFRA 
are to be continued after Labor 
Day. 

Mr. DeMille’s program is to be 


'an hour-long dramatization of 


plays, novels and movies and pre- | 


sumably will spotlight top Holly- 
wood talent. The talent cost of 
the package may range from $15,- 
000 to $25,000 dependent upon the 
stars featured. 


Rayhawk to St. Louis 
Arthur L. Rayhawk, formerly 
head of the Pittsburgh market re- 
search firm bearing his name, has 
joined the faculty of St. Louis 
University where he will develop 
a business research division. Mrs. 
| Verna Hill, field supervisor, and a 
group of field agents will continue 
| the services formerly provided by 
Mr. Rayhawk’s organization with 
Guide Post Research, Pittsburgh, 
directed by Charles Ackenheil. 


Robert Hall Maps Drive 


Robert Hall Clothes, New York, 
clothing chain, is launching a 
|campaign this week to mark the 
/opening of 13 new salesrooms in 
| 11 cities. Daily ads will appear in 
30 newspapers and 207 weekly 
programs and 700 weekly selec- 
tive announcements will be broad- 
cast on 26 stations. The agency 
is the Sawdon Advertising Co., 
New York. 


| Form PR, Inc. 


Daniel E. Anderson, president, 
and Charles H. Newton, 


itol Records, have formed a new 
|public relations firm, PR, Inc., 
| with offices at 204 S. Beverly Dr., 
| Beverly Hills, Cal. 


tract with Mr. DeMille, dependent | 


vice- | 
president, both formerly with Cap- | 


Last Minute News Flashes 


Red Goose Shoe Fall Campaign Is Set 


shoes last week as ADVERTISING AGE went to press. The fall cam- 
paign will use more than 80 magazines and Sunday newspapers, plus 
dealer tie-in material. The drive will be pegged on the fact that the | 
average child takes 30,000 steps a day, and the importance of pro- | 
tecting each of those steps with Red Goose shoes. Henri, Hurst &| 
McDonald, Chicago, handles the account. 


Smith Brothers to Add Media in November 


PoucHkKeepsiz, N. Y.—Smith Brothers will launch a campaign for 
black and menthol cough drops in November in approximately 155| 
newspapers throughout the country, the Fawcett and National comic 
groups and farm publications. Effective Oct. 3, the company will 
sponsor the 8-8:15 p.m. segment of “Stop the Music” on ABC, as 
previously announced. The agency is Sullivan, Stauffer, Colwell & 
Bayles, New York. 


Swift Breaks National Contest for Cleanser 


Cuicaco—Swift & Co. is breaking a national contest in connection 
with Swift’s Cleanser with full-color, third to full-page ads from now 
through mid-October in The American Weekly, Family Circle, Mc- 
Call’s, Parade, Puck—the Comic Weekly, This Week Magazine and 
Woman’s Day. Don MeNeill’s “Breakfast Club” also will be used. 
Five weekly contests from Sept. 19 to Oct. 23 will offer 1,161 prizes 
totaling $41,000 for completing a jingle. Entries must be accompanied 
by two labels. Three labels permit a second “bonus” entry. Need- 
ham, Louis & Brorby here is the agency. 


| Sam Buren Leaves R&R After 28 Years 


New YorK—Ralph Van Buren, vice-president, secretary and a di- 
rector of Ruthrauff & Ryan, New York, resigned Aug. 31. He joined 
the agency in 1920, and was successively assistant treasurer, secre- 
tary-assistant treasurer, and secretary and vice-president and mem- 
ber of the plans board. He has previously been active in the 
American Association of Advertising Agencies, as a member of the 
fiscal control committee, chairman of the fiscal control committee, 
‘and a member of the New York Council. He will announce new 
plans shortly. 


Bill Eddy Resigns as WBKB’s Director 

| CHicaco — William C. Eddy, director of television of WBKB here, 
has resigned as head of the Balaban & Katz station to become presi- 
dent of Television Associates, Inc., Michigan City, Ind., the company 
which he has developed in recent years to manufacture and sell his | 
,own inventions and to provide counsel to television interests. Keith | 
| Kiggins, former ABC vice-president who has been president of Tele-| 
| vision Associates, will become executive vice-president of the company, | 


Du Clos Resigns as Vick’s Ad Manager 

New York—Chester Du Clos has resigned as advertising manager | 
of the Vick Chemical Co. Mr. Du Clos joined the company as a 
copywriter six and one-half years ago. His future plans and re-| 
placement at Vick have not been announced. 


Carter Names FC&B for Stet Deodorant 

NEw YorkK — Carter Products, Inc., has appointed Foote, Cone & 
Belding, New York, to handle advertising for Stet, a new deodorant. 
The product is being tested in the Peoria Star. 


| said yes, 26% said no, and only 
half of 1% had no opinion. 

The study is available from the 
general advertising department of 
‘the newspaper or from Ward- 
Griffith Co., its representative. 


‘NY JofC’ Still 
Negotiating with ITU 

There was still no change last 
week in the printing situation of 
the New York Journal of Com- 
merce, which Local 6, ITU, has 
accused of a “lockout,” but which 
is still publishing regularly with 
union members. 

Joseph Ridder, publisher, told 
AA that Elmer Brown, interna- 
tional vice-president of ITU, was 


Appleton Paper 
Issues Buying 
Habit Survey 


APPLETON, Wis.—The Appleton 
Post - Crescent has just issued its| 
first annual “Consumer Buying 
Habit Study,” based on interviews 
with 750 families, or 8.3% of the 
population. 

The study covers reading and! 
listening habits of the city’s resi- 
dents, shopping habits, car owner- 
ship data and brand preferences 
of 1,022 brands in 45 product 
groups. 

Interviews were assigned on a 


block basis so that the number of supervising negotiations for the 
union, and that the union had 


interviews corresponds with pop- 
ulation density, and results are 
tabulated in the four standard in- 
come groupings. 

Friday, of course, was shown to 
be the most popular day for shop- 
ping by far, with 43% of the re- 
spondents indicating their prefer- 
ence for that day. Saturday was 
second with 15% and Thursday 
third with 4.4%. In addition 7% 
indicated the latter part of the 
week, 5% said twice a week, and 
| 21% said they had no special day. 
| In spite of the fact that Apple- 
ton has 75 independent stores and 
| only six chain groceries, 41% in- 
dicated their preference for the 
| chains, as opposed to 33% who 
named independents, leaving 26% 
who had no preference. 

Respondents indicated a very 
definite attitude toward brand 
names. When asked whether they 
considered brand names impor- pandle 
tant in selecting items, over 73% | slacks. 


been willing to discuss the ques- 
tion of work hours, which was the 
point of contention on which the 
Journal withdrew from the other 
New York daily publishers. 


Starts Sano Campaign 

Fleming Hall Tobacco Corp., 
New York, is launching a 13-week 
newspaper campaign on Sept. 7 | 
using the theme ‘51.6% less nico- | 
tine.” The company will also ad- 
vertise in medical journals and 
business papers, plus newspapers 
in 500 small cities. In addition, 
Fleming Hall is also conducting a 
direct mail campaign among doc- 
tors. 


Lineville to Grady 


The Lineville Mfg. Co., Line- 


ville, Ala., has appointed the Rob- 
ert B. Grady Co., New York, to 
Higgins 


advertising for 


| comedy team 


for Sano cigarets in 40 markets, | 


The newly-named agency is | 
Deutsch & Shea, New York. | 


Columbia Dickers 


Str. Lours—International Shoe Company’s Red Goose division was for All Ri hts 
putting finishing touches to its fall campaign for boys’ and girls’ g 


fo Amos ‘n’ Andy 


But Blackface Team 
Will Return to NBC 
for Lever This Fall 


New York — The Columbia 
Broadcasting System last week 
reportedly was negotiating to ac- 
quire all rights to the “Amos ’n’ 
Andy” show. 

Freeman Gosden and Charles 
Correll, who created the popular 
comedians in the early days of 
radio, were said to be receiving 
$2,000,000 for the sale. In addi- 
tion, of course, they will get a 
yearly salary for their services on 
the show. 

Lever Brothers will again 
sponsor “Amos ’n’ Andy,” which 
became a half-hour show in 1943 
after years as a 15-minute, five- 
a-week serial, this season over 
NBC with Rinso as the featured 
product, through Ruthrauff & 
Ryan. That contract expires next 
summer. The advertiser, whose 
association with the artists dates 
back to 1929 when Pepsodent, now 
a Lever division, signed them for 
a coast-to-coast show, refused to 
confirm the report that Columbia 
is negotiating with Lever as a 
sponsor for the next CBS “prop- 
erty.” 

The precedent -setting move, 
which would give CBS the rights 
to the name “Amos ’n’ Andy” for 
radio, movies, television and com- 
ics, indicates the network’s faith 
in the continued popularity of the 
in radio and their 
strong potential as a_ television 
attraction. 


Shows, Agencies Switch 

Meanwhile, Lever is shifting its 
radio sales force. Bob Hope, who 
has been pitching for Pepsodent 
for ten years, will switch to a 
Swan soap song when he returns 
to the mike Sept. 14. He will be 
heard at the regular time—Tues- 
days, 10 p.m., EDT. Bing Crosby’s 
pal gets a new agency, Young & 
Rubicam, in the changeover. 

Marie Wilson, who last year 
shared the spotlight with Swan 
on “My Friend Irma,” now is as- 
signed to Pepsodent. This CBS 
Monday 10 p.m. comedy is han- 
dled by Foote, Cone & Belding, 
Mr. Hope’s former agency. The 
sponsor’s explanation of the shift, 
voiced by John R. Gilman, adver- 
tising vice-president: 

‘We are able to gain new audi- 
ences for our various brands by 
occasionally moving the brand 
| from one show to another. After 
|}a number of years on one pro- 
| gram a brand has told its story 
pretty effectively to the listeners 
| of that particular program. Shift- 
ing to another major program, 
the brand gains a large new audi- 
|ence. Judging by our past ex- 
perience, the present change for 


| . . 
Bob Hope and ‘Irma’ will give 
| us very valuable reservoirs of new 


listeners for Swan and 


dent.” 


Pepso- 


Sobelman to Kopeland 

Gloria F. Sobelman, formerly 
research director and account ex- 
ecutive of Shaw-Shon, Inc., has 
joined Kopeland Associates, Sil- 
ver Springs, Md., as radio copy- 
writer and in the agency’s new 
creative promotions idea depart- 
ment. 


Angostura Names Orr 
Angostura - Wuppermann Corp, 
New York, has appointed Robert 


W. Orr & Associates, New York, 
to handle its advertising. The ac- 
count was previously handled by 


Donahue & Coe, New York. 
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... at one of the lowest milline rates in America, it is your Z Ge ams 


greatest advertising dollar’s worth in Chicago. Our representa- 


showing you how The SUN-TIMES moves the goods for well- 


known advertisers at tremendous dollar savings. 


tives will prove this statement with actual case histories bce a aie : 


THE PICTURE NEWSPAPER Proof 


Sun‘Times MOVES THE Goons 24 Hours a p 


*Based on ABC Publishers Statement for period ending March 31, 1948 
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